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"M * O'ROURKE,” the anonymous $200,000-a-year 

executive whose story appears in the April 

Ladies’ Home Journal, says Federal income taxes 
penalize the man who earns his own way. T. Coleman 
Andrews, former U. S. Commissioner of Internal 
Revenue, agrees. 

This may strike you as an odd sort of subject for 


a woman’s magazine... but not your wife. 


Journal editors know that women enjoy a Daphne 
du Maurier story as much as a Mainbocher fashion 


Never underestimate the power of the 


No. 1 magazine for women... 


C} No 


.an article about interior decorating as much as one 
about income taxes. For the enjoyment of it, over 
5,850,000 bought the March issue of Ladies’ Home 
Journal, the world’s largest magazine for women. 


Advertisers feel Journalpower—they tell us so. For 
instance, the maker of a beauty product began, ten 
years ago, to advertise to women—in Ladies’ Home 
Journal. Recently, an auditing index showed that 
the product had become the leading brand, in sales, 
in the United States! In other words, Journalpower 

. plus womanpower ...equals salespower. 
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D-C is the ONLY DIRECT Coast-To-Coast Carrier. 


ONE 
STEP 
ACROSS 
THE 
NATION 


D-Cis FASTER—One-carrier direct service from coast-to-coast. 2-man 
sleeper cabs go straight-thru with no transloading—cuts 20% off run- 


ning time. 


D -Cis SAFER—One-carrier responsibility from pickup to delivery assures 
safe arrival, speeds tracing. 


D-C is MORE DEPENDABLE—One carrier control means experienced 


personnel, modern equipment and facilities all the way. 


TERMINAL CITIES 
UN. 9-8416 
. -RE. 3910 

. 3-7440 
. 9-1666 
. 2-1486 
. 8-4567 
. 3-9505 
. 3-6487 
. 3-9343 

1-024] 


Albany, New York... 
Buffalo, New York.... 
Chicago, Illinois. ..... 
Cleveland, Ohio 

Colo. Springs, Colo... 
Denver, Colorado.... 
Detroit, Michigan 

Evansville, Indiana... . 
Kansas City, Mo 

Los Angeles, Cal..... 


Louisville, Ky 


OFF-LINE SALES OFFICES: 
**DeKalb, ill. Philadelphia 
**Ft. Wayne *Portland, Ore. 
** Cincinnati **indianapolis Rochester, N.Y. 

*Daoyton *Milwaukee **Rock Island, Ill. 
*With Trailer Pool 
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San Francisco 
South Bend, Ind. 
**Toledo 


Washington, D.C- 
**Trailer Pool Only 


Get new 


APRIL. 1%, ES? 


customers — 
keep them 


satisfied—with D-C 
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Denver Chicago Trucking Co., Inc. 
THE ONLY 
COAST-TO-COAST CARRIER 
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HOW TO INTERPRET YOUR DOODLES 


If you don’t doodle, you are not an odd ball, but you 
definitely are in the minority. Secretaries to Sales Man- 
agement subscribers sent us their bosses’ doodles. We had 
them analyzed, publish ten in this issue. How do yours 
compare? Page 38 


PRODUCT MANAGER: WHAT DOES IT MEAN? 


Many sales executives now have the title product man- 
ager. Why the title? In an intimate report, a sales 
veteran talks about his new job as product marketing 
manager of the Dromedary line at National Biscuit. 

Page 42 


EXCITEMENT: NEGLECTED SALES TOOL? 


Is this your situation: competitors can match you on 
price, quality, delivery? And customers know it? If an 
ex-appliance sales chief can create excitement in potash, 
what can you do? Page 33 


ADVERTISING WEATHERVANE 
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industries? For the next three months? Twelve months? 
Sales Management has created a new tool to help you 
plan strategy and tactics involving advertising, manpower 
and other sales tools. Page 52 
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Only the 


ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


79% 


are active in 
business management! 


90% 


play an active part 
in company buying! 


84% 


are active 
homeowners! 


54% 


are in companies 
operating 1,265,217 trucks! 


82% 


are active travelers! 
(more than 12 trips a year) 


53% 


actively influence 
civic government 
buying ! 


and... this ‘‘man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 

354,620 “‘men-of-action” at 

the low, low cost of only 

$3.72 per thousand! 

SEND FOR YOUR FREE 

COPY OF Market Facts, Inc., 
complete study of the «#0, 
ROT ARIAN reader—the man <, 
who can buy your product— 

today! 


AN INTERNATIONAL PUBLICATION 
1600 Ridge Ave., Evanston, Ill. 
IN LATIN AMERICA... Revista Rotaria 


is a key publication reaching 41,695 
readers. Send for the Market Facts, 


Inc., study of this important export market. 
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How does YOUR brand 


rank in Milwaukee? 


FOOD PRODUCTS — All-purpose shortening, baby 
foods, bacon, pork and beans, baking mixes, bread, but- 
ter, candy, catsup, coffee, cookies, cottage cheese, 
corned beef hash, soda crackers, dog food, flour, frozen 
foods, frozen orange juice, pretzels, ice cream, fish 
sticks, fruit cocktail, jams, jellies and preserves, lunch- 
eon meats, dry macaroni or spaghetti, margarine, milk 
(fresh, powdered or dry), peanut butter, canned peas, 
potato salad, potato chips, rice, tea bags, tea balls, dry 
soup mixes, tuna, wieners, sugar, refrigerated ready-to- 
bake biscuits, veast, marshmallows, dessert topping, 
diet bread, Chinese foods, potatoes, instant. 


SOAPS, ALLIED PRODUCTS — Powdered bleach, 
bleaching fluid; deodorizers; furniture polish, laundry 
starch; scouring cleansers and pads; toilet soap; soaps 
and cleaning agents for dishes, fine fabrics, hardwood 
floors, household laundry, linoleum or tile floors, paint- 
ed walls and woodwork; rugs and upholstery; toilet 
bowl cleaners; floor wax; household ammonia; shoe 
polish, and water softeners. 


DRUGS, TOILETRIES—Anti-acids, deodorant, facial 
cream, facial tissues, hair spray, hair tonic or dressing, 
toilet soap, headache remedies, cold remedies, lipstick, 
nail polish, home permanent waves, shampoo, electric 
shavers for men and women, shaving cream, tooth 
paste and tooth brushes. 


BEVERAGES-—Alcoholic beverages where purchased, 
who purchased, day purchased; gin; grape brandy; rum; 
scotch, vermouth; vodka; whiskey; wine; beer; soft 


drinks. 


HOMES, APPLIANCES — Clothes dryers, cooking 
ranges, dishwashers, food mixers, washer-dryer com- 
bination, owners and renters of homes, home heating 
units, power lawn mowers, planning to build or buy, 
room and outside painting, refrigerators, television sets, 
toasters, washing machines. Mattresses, sheets, bath 
towels, lawns, lawn seed, lawn fertilizer, weed killer, 
garden insecticides, dehumidifiers, electric frying pans, 
acuum cleaners, FM radios, transistor radios. 


AUTOMOTIVE--Antifreeze, make and model of car 
owned, cars bought in 1958, gasoline, motor, oil, tires, 
ownership and make and model of second car in family, 
planning to buy, insurance, gasoline credit card, spark 
plugs, batteries. 


GENERAL-—Cigarets, cigars, pipes and pipe tobacco, 
paper towels, aluminum foil, paper napkins, toilet tis- 
sue, wax paper, family income, employment, life insur- 
ance, outboard motors, installment buying, fountain 
pens, vacations, composition of families, air travel, 
cameras, movie projector, slide projector; hosiery, ny- 
lon, girdles, brassieres; hospital insurance, stocks, 


bonds. 


a 


Here’s the 1959 picture of consumer buying 
habits in a metropolitan market of over a mil- 
lion population. It’s the 36th annual report of 
America’s original Consumer Analysis—telling 
what, when, and where Milwaukee people buy; 
product usage and brand ratings; ownership of 
cars, appliances, homes, and buying plans. 
This information, all gathered since January 1, 
1959 again shows the competitive positions 
and trends of brands in many lines, consumer 
choice of stores, dealer distribution by brands, 
and comparisons with past years. If you 
haven't received a copy by May 1, write or call 
and get the close-up details on local marketing 
and buying factors which influence your sales 


in the big Milwaukee market. 


THE MILWAUKEE JOURNAL 
Read in 9 out of 10 homes 


National Representatives, O'Mara & Ormsbee, Inx 


New York Chicago _ Detroit Los Angeles San Francisco 


In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


ADVERTISING Orrices: Philadelphia * New York * Chicago ; 
REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
FLonwwa Resorts: The Leonard Company * Miami Beach 
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Why College Graduates 
Are Not Preferred 


Within the next few weeks, you, and thousands of other sales 
executives, will decide to hire, or not to hire, certain college 
seniors who are looking forward to graduation in June, and to 
jobs in selling. 


But you may ask yourself, “Is a college graduate really the 
best bet?” 


Let us cite the experience of a vice president of a concern 
with factory employment of 2,100, whose big-ticket products 
are household words in their field, and whose headquarters are 
in an industrial Ohio city: voice and vision 

of NBC in 

“We are finding that men with two or three years of college South Bend - Elkhart 
are better gambles for employment than men with four full 
years of college education. call Petry today! 


“We have had very poor experience with college graduates. 


, ‘ ; BERNIE BARTH & TOM HAMILTON 
We actually have evidence where professors in some colleges 


are telling the young men who graduate that they should plan 
on having two or three jobs their first couple of years of work 
to decide exactly what they want to do and the organization 
with which they wish to plan their career. 


“The turnover rate of college graduates in sales positions has 
been extremely high. It seems most unfortunate that this idea 
should be promulgated by any educator.” 


That is a pretty stiff indictment. 


We know how Subscriber X, who is also a member of Sales Heinn now offers you a 
Management's Sales Leadership Panel, feels. We at Sales Man- complete line of custom- 


; i s and index- 
agement have just lost a 25-year-old staff member who frankly —_ pry fire ton of 


said that, after one year with us, he was moving on because prices. No matter what 
“successful people hold two or three jobs before they settle you need, Heinn’s im- 
c proved manufacturing 
facilities guarantee im- 
mediate production of the 
There are two things to be considered: one binder that’s right for 
your job. Prices are low 

ees , re ' to moderate, depending 

1. Is the young salesman justified in believing that his per- | on your preference in. 
sonal opportunity for success is greater if he has two or three workmanship and 
jobs, rather than settling down to a lifetime with his first materials. Ask for a 
lover? b quotation — and] speciat... 
aaa se sti you'll be Heinn’s next | Sen4 fer your free 


sample of Heinn's 


customer! cieaiatatad queers 
2. How should you, as an employer, treat the college graduate | The 


who comes to you for his first sales job? Groom him thoroughly | iN 
ae , , or MPANY. 
for a lifetime with your company? Or throw him into the tough _ 


situations, sweat him out for all he is worth, then let him go Sales Zone 7-D 


down.” 


- . ; ] rishes? | 326 WEST FLORIDA STREET 
or stay, as he wishes: 4004 MILWAUKEE 4, WISCONSIN 
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The “SYRACUSE 
Market is 


5 


1,432,700 people 
When you think of it...think about ALL of it! 
Vel adie, awn eraity ves (| Ci 


this big, prosperous market is the SYRACUSE 


NEWSPAPERS. They deliver: 100% coverage of Wu / 
the metropolitan area, plus effective coverage... TI AG 

up to 76% ... in the surrounding 14 counties. 

«Buying Income ... .$2,470,791,000 
*Retail Sales $1,722,092,000 


«Food Store Sales ..$ 403,517,000 


No other combination of media will do a com- 
parable job at a comparable cost! FOR TOTAL 
SELL-ABILITY in the Syracuse market, think of 
all the market . . . and get all of it! The FULL COLOR AVAILABLE —DAILY AND SUNDAY 
SYRACUSE NEWSPAPERS’ CIRCULATION 

COVERAGE DELIVERS ALL THE SYRA- 

CUSE MARKET. 


*Results of 
Represented Nationally by Selling Research, Inc. 


MOLONEY, REGAN & SCHMITT latest Test 


Market Survey 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


@ CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 
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Your 5 Top Manpower Problems 


The 30,000 members of National Sales Executives, Inc. have 
a deep and continuing interest in solutions to their manpower 
problems. So it is no surprise that in a recent survey members 
said that these are their top five manpower problems: 


1. Effective motivation (incentives for salesmen) 


. Increasing effective selling time (more calls 
per salesmen) 


3. Development of creating selling techniques 
4. Training—and performance evaluation 


5. Effective sales supervision practices 


Propose a solution to one or more of these five problems. 
The best solution will be chosen in each category. The winner 
will have the satisfaction of contributing to scientific marketing. 
And he'll also pocket $300. The $1,500 in prizes have been 
donated by John M. Wilson, retired vice president in charge 
of sales, National Cash Register Co. 


Send your written ideas to “Top Problems Contest,” National 
Sales Executives, Inc., 630 Third Avenue, New York 17, N. Y. 


Prize Darlings of Advertisers 


Vance Packard, author of the fabulously successful and pro- 
vocative, “The Hidden Persuaders,” is about to do it again. 
His new book, “The Status Seekers,” will be published by 
David McKay Co. on April 


You will be fascinated—and probably provoked by his chapter 
on “Exploiting the ‘Upgrading Urge.’” Says Packard, “The prize 
darlings of the advertisers are the families who move about a 
great deal . . . with each move a family makes, it tries to get 
a better house and more of the ‘extras.’ These families often 
leave rented city apartments with only a modest assortment 
of worldly goods and become people of property with a hunger 
for hard goods ... and studies of people who have achieved a 
toe-hold in the white-collar groyp reveal that these people like 
to be told that they now ‘deserve’ the finer, more solid material 
things in life, and that for them buying the ‘right’ thing has 
become a ‘birthright.’ ” 


Packard addresses some questions to you: 

. in this constant conversion of luxuries into necessities, 
are we pushing people to the point where their expectations 
are so high—and they live so close to the brink of insolvency— 
that even a mild prolonged belt tightening would leave them 
in an ugly mood? 


“Finally, aren't the advertisements giving Americans a dan- 
gerously distorted picture of how the average American family 
lives?” 


You, the sales executives of America, are the creators of 
your advertising philosophies. Has Packard drawn blood? Or 
has he missed the point? 
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Announc! ing 
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Opportunity 
to Increase 
Sales! 


THOMAS 
REGISTER 


A SE EERO P CR ane, 


@ The 50th Annual Edition will ex- 
ceed any previously published, both 
in comprehensiveness, scope and 
value to its paid subscribers. 


@ It offers a sales potential un- 
matched in buyer-seller traffic, un- 
equalled in sales producing inquiries 
...booming in direct buying action. 
50,000 items of 12,500 manufactur- 
ers will be on display. 


@ Schedule YOUR products for 
front line attention now. 


Thomas Publishing Company 


461 Eighth Ave. « New York 1, N.Y 
ABC ABP 


Industry’s No. 1 Marketplace 
of Buying Action! 


Your Golden : 
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Special interest magazines 


66 


Typical of the action Hearst Special Interest 
Magazines generate at the local sales level was 
American Druggist’s third annual “Fast-Seller 
Checkup” last Christmas. 


Guided by a specially designed checklist of na- 
tionally advertised drug items, 18,506 independ- 
ent druggists (all of them dependent readers) 
kept their shelves properly filled during Decem- 
ber. They made $115.63 per store—or more than 
$2,000,000—on items which would otherwise 
have been out of stock. 


Action for readers and advertisers both 


It is this combination of service to readers and to 
advertisers—leading to action on the part of both 
—that has characterized the role of Special In- 
terest Magazines in today’s competitive economy. 


Bt Motor 


Bride « Home 


__|COSMOPOLITAN 


Said American Druggist 
as its readers Made 
,000, O00 extra reta 


Sales jn ‘Wo weeks 
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There is no waste in the circulation of a Special 
Interest Magazine. Each is tailored in editorial 
content to its market, with a special knowledge of 
that market's buying habits. 


Reader, advertiser share a common interest 


Reader and advertiser share a common interest— 
speak a common language. And advertising in 
Special Interest Magazines is surrounded with a 
climate of acceptability that offers a tail wind for 
sales of service and products at the local level. 


So if you want action in terms of sales—if you 
want to hear that cash register sing—look to the 
medium that is geared for action, saleswise. For 
advertising dollars work hardest where interest is 
greatest ...and readers of Hearst Special Interest 
Magazines are already sold ... only need tobe told! 
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ROCK ISLAND + MOLINE + EAST MOLINE « DAVENPORT 


FIRST 100 MARKETS 


LEADING QUAD-CITY EMPLOYERS 
ARE: 
Deere & Co. 
International Harvester Co. 
Rock Island Arsenal 
J. |. Case Co. 
Alcoa 


THE ANNUAL TOTAL PAYROLL to 
the workers at the above plants 
amounts to over $126 million. This 
represents about 60% of all indus- 
trial payroll in the Quad-Cities. 


MORE THAN 300 other Quad-City 
industries account for the remain- 
ing 40% or $92 million annually. 


THIS $218 MILLION TOTAL ANNUAL 
PAYROLL is the backbone of the 
area’s half-billion dollar spendable 
income after taxes — claimed by 
44,526 factory employees. 


SEVENTY-TWO PERCENT of these 
employees are on payrolls of firms 
located on the Illinois side of the 
Quad-Cities (Rock Island « Moline 
* E. Moline) which accounts for 
approximately 56% of population 
and likewise retail sales. 


THE ARGUS AND THE DISPATCH 
circulates with deep penetration in- 
to this 56% of Quad-City popula- 
tion. These newspapers cover 3 of 
the 4 Quad-Cities without duplica- 
tion. 


ADDRESS HAROLD SWANSON at 
either of these newspapers for a 
copy of the Quad-City Marketing 
Edition which contains current 
market information. 


Quad-Cities largest combined 
daily circulation 


MOLINE DISPATCH 
ROCK ISLAND ARGUS 


Nat'l Repr THE ALLEN-KLAPP CO. 


CORPORATE CLOSE-UP 
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ZENITH 


“God, | Hate to Tell You This .. .” 


“Their shoes must be hurting them. Otherwise, what are they 
velling about?” 


When 56-year-old Leonard C. Truesdell, vice president and direc- 
tor of sales for Zenith Radio Corp., made that statement his shoes 
were hurting. “I'm going to Europe so I bought these heavy walking 
shoes,” he explained, looking at his feet resting on top of the desk, 
“and they're tough to break in.” 


But the first shoes referred to are those his competitors wear. The 
last year has seen those shoes become extremely uncomfortable and 
even less profitable. Zenith claims that it is now No. 1 in TV set sales, 
toppling RCA Victor. And if anybody has disputed the claim, the 
rebuttals have been awfully quiet. Last year, total Zenith sales 
increased $35 million to $195 million. And while the TV set industry 
was down 20%, Zenith’s TV set shipments were up 15%. 


“We never set out to be No. 1 in the TV set industry,” said Len 
Truesdell just before taking his first real vacation in years. “We 
just wanted to be the best.” But since he is No. 1, he intends to stay 
there. This year he wants to increase his share of the market (placed 
at 17% by Zenith president Hugh Robertson) by 50%. He calls this 
“a goal the likes of which this industry has never seen.” So far he’s 
on target. “God, I hate to tell you this,” he chuckled, pulling out 
sales reports, “it sounds like junk. Our percent of total industry sales 
to retailers from distributors is ahead 60% over last vear.” In 
January, hard-driving Truesdell gave his distributors impressive sales 
goals for 1959. “But we’re now running 25% ahead of those goals 
and have already reached 75% of our planned unit increase for the 
year. In dollars, the percent is more.” 


One more percent quote should not confuse. While total industry 
sales in 59 are currently about 7.3% below the miserable 1958 com- 
parative figure, Zenith is up between 40% and 50%. 


“I'm fully conscious that because we're the only major company in 
our industry making tremendous strides, every competitor is envious 
and trving to beat Zenith,” Truesdell says. “Our success has continued 
throughout the industry. Other companies have tried to improve qual- 
ity, cut inventories and follow our leadership [See: “TV Set Makers, 
Outside of Zenith, Have No Leadership,” Sales Management, July 4, 
1958, page 39]. But how can a company ignore quality, not mention it 
for vears—then on the third of the month proclaim it. Now every 
manufacturer has copied our quality theme. But you can’t pull quality 
out of a hat. Quality thinking, merchandising and products can’t 
come from the bosses’ mind!” 


Even though Zenith is No. 1, Truesdell says the Chicago company 
is “not tormented by wanting to be in first place. We want to lead in 
sound products and plans.” But he does want “to prove that even 
though the competition is pointing at Zenith, our program is so 
strong that we'll make progress anyway. We won't keep ahead with 
razzle dazzle, cut prices, dumps and short-range promotions.” 


What is that program? Production control, sales control, quality 
control, sound marketing. Effectiveness of both dealer and distributor 
organizations have been strengthened. And Zenith will invest about 
a million dollars MORE in advertising this year. # 
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Parade gives you twice as many advertising readers per dollar 


as any of the “big three’ weekday magazines. One good reason— 


distributing newspapers reach nearly every home in town. 


... The Sunday Magazine 
section of 60 fine news- 
papers reaching nine 
million homes every week. 


APR: 175 1059 


Parad | ’ 


*“Emerson-Electric enjoys the profitable results of integrated mar- 
keting practice,’ states Edward L. O’Neill, marketing vice presi- 
dent. “Our growth is due to many factors, but the continuing 
success of our multiple lines is the result of co-ordination between 
market analysis, design, production, sales and. advertising. We find 


business publications the best medium for capitalizing this co- 


ordinated effort. Month after month, we use business publication 
advertising to express our confidence in the future and support 
our sales growth.” 


IF WHAT YOU MAKE OR SELL is bought by business 
and industry, you can “mechanize” your selling by concentrating 
your advertising in the McGraw-Hill publications serving your 
markets. It is the economical means of pinpointing the greatest 
number of prime prospects . . . lets you talk the language of the 
men-who-buy, while they’re in a mood for business... gives your 
salesmen more time to make specific proposals and close sales. 


_% McGraw-Hill ra 


— PUBLICATION s Ww#J 


McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


6 STEPS TO 
SUCCESSFUL 
SELLING 


i i « 


MORE ADVERTISING HERE MEANS TW) MORE SALES TIME HERE 
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Woman works from dawn to setting sun . . . and her buying’s never done. In 
Delaware Valley, U.S.A., 39 of every 100 adult women have jobs. And a surprising 
share of them are homemakers, too. What a group of “‘purchasing agents”’ they are! 
With family budgets to spend. Plus chunky paychecks all their own! 


To reach the largest percentage of this payroll brigade you must schedule The 
Daily Inquirer. It is read on the average weekday by 214,400 working women. 
No other Philadelphia newspaper can match this figure 


Convincing conclusion: it’s easier to sell working women when they’re headed for 
town. You can do that best in The Daily Inquirer. 


For allithe facts, all the figures, send for the extract of “Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 


The Philadelphia Pnquiver 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES ig K ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 60 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 unit 5-3557 
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—SIGNIFICANT TRENDS — 


Marketing News as Viewed by the Editors 


Chance to Go Back for the Order 


The climate in the capital goods market is chang- 
ing. You won't find it reflected fully on the order 
books as yet, but there’s a good chance that ex- 
penditures for new plant and equipment will go 
ahead of 1958 by nearly $2 billion. Improved 
business is bringing about a change in manufac- 
turer outlook which, boiled down into sales jargon, 
means “even if you got a big fat ‘NO’ last month, 
go back and try again this month.” 


There’s a backlog of need for capital goods. Manu- 
facturers invested considerably less than thev 
planned in both 1957 and 1958. Machinery and 
other purchases previously postponed may well 
be made this year. The fact that rising labor costs 
did not come down, even for the recession, con- 


tributes substantially to a positive buying mood 
for equipment that will speed up production. 


Spending for capital goods took a big tumble in 
1958—dropping better than $6 billion below the 
$37 billion 1957 peak. The anticipated recovery 
this year will leave the total still $4-$5 billion 
under 1957, but the encouraging part of the news 
is that purchases are now promising to be greater 
than estimated as recently as four months ago. 


One more word of cheer: Since most money spent 
for new plant and equipment must come out of 
earnings, the expected 39% increase in corporate 
profits this year won't hurt at all. 


Prosperity Is Good for Babies 


The birth rate seems to be more controllable than 
economic cycles. In fact, recent evidence shows 
that it fluctuates with the economic health of the 
country—apparently at the will of the nation’s 
families. 


Two sets of statistics are involved. First, the birth 
rate fell 1.2% during 1958, a recession year. Sec- 
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ond, a 2,700-woman study by the Survey Research 
Center of the University of Michigan indicates 
that 95% of wives approve limiting family size, 
with various qualifications, and 90% report they 
use or would use contraception. 


Even among Roman Catholics, a large majority 
favors family limitation, at least under certain 
circumstances. However, one-third approve with- 
out any qualification. Catholics expect an average 
of 3.4 births per couple; Protestants expect 2.9. 


Economically speaking, a recession with a drop in 
births, could cause another recession 20 years 
later when fewer persons would arrive at marry- 
ing age than normal, and hence, the many items 
newlyweds need would not be in such strong 
demand. That’s the theory, anyhow. 


They Said It Couldn’t Be Done... 


For nearly 20 years, Sales Management has car- 
ried a once-a-month department headed “High 
Spot Cities.” In it, we have run a month-ahead 
forecast of retail sales for several hundred cities, 
showing how sales in each city would compare 
with the national average. These forecasts have 
been used by many marketers to help them place 
selective local advertising. 


With our January 2 issue, we made a new depar- 
ture. We extended our forecasts to two months 
ahead, predicting sales ahead for the month of 
February. There was some doubt, even in our own 
offices, on just how accurate we could be. How- 
ever, now that preliminary Census figures are in, 
we are pleased to note that we made a near- 
perfect reading in our first try. Advance data 
released by the Department of Commerce show 
that retail sales in February scored an 8.2% gain 
over the same month in 1958. Our forecast: an 
8% gain. We forecast total U. S. retail sales at 
$14,912,000,000. Actual figure was $14,943,000,000. 


(continued on page 20) 


Michael Moscarello, Ford Instrument Company’s Assis- 
tant Chief Engineer, shows a model of the Combat 
Surveillance unit developed to meet the U. S. Army’‘s 


need for fast, accurate data from behind enemy lines. 


This company is a Division of Sperry Rand Corporation. 
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WANTED: easy-to-find 
product data for 
hard-to-see engineers 


Explains Ford Instrument’s Assistant Chief Engineer: 


CCWith many of our current engineering projects under tight 


military security wraps, manufacturers’ catalogs are vital 
product-information sources for us. We can consult catalogs 
quickly, and consider them our basic tools for comparing and 


selecting needed products. 


“Potential suppliers benefit greatly from having up-to-date, 
easy-to-find catalogs on their products within immediate reach 
of our engineers. Few manufacturers, however, take the in- 
itiative in making sure we do have their catalogs always on 
hand. Most rely on us to discover they make products we might 
consider, to write for their catalogs, to index and file them 
upon receipt, and to replace them as they are lost, misfiled, 
discarded, or outdated. To do so on an adequate scale, how- 
ever, is impessibly complex in view of the many companies 


which make products we could consider. 


“The concept of manufacturers’ catalogs bound into files, 
classified by products and indexed, is splendid. Valuable en- 
gineering time can be saved whenever product-selection prob- 
lems arise. We have seven of Sweet’s Product Design Catalog 
Files available to the hundreds of project engineers at Ford 
Instrument. 

“T feel that any manufacturer who has his catalo 


g in Sweet's 


increases his chances of having his products considered.99 


SWEET’S CATALOG SERVICE 
Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18 


Service offices in principal cities 


Sweet’s helps you market—the way industry wants to buy 


SIGNIFICANT TRENDS —<continved) 


Bobby Socks: $1.00 a Can 

The first sales test of “canned” soft goods in super 
markets was highly successful, reports American 
Can Co. 


A group of four different clothing articles, packed 
for the first time in round, rigid paper containers 
that are sealed and opaque, substantially outsold 
similar articles in conventional transparent pack- 
ages during a five-week test. 


The “cans,” looking very much like Mother’s Oats 
oatmeal containers, offered women’s brassieres, 
women’s panties, children’s briefs and children’s 
bobby socks. They outsold the same items—given 
equal space in the non-foods sections of four east- 
ern supermarkets—better than two to one. 


Pots and Pans and Power Cruisers 


Just because you sell fire engines or power cruisers, 
don’t feel that you can’t do business with trading 
stamp companies. It's amazing what the stamp 
firms offer today. The range—and value—of items 


has expanded rapidly, spurred on by group saving 
of the brightly colored stamps. This is a practice 
the stamp people encourage. 


Volunteer firemen in Upper Saddle River, N. J., 
were outfitted with new uniforms. Good Samari- 
tan Hospital, Suffern, N. Y., equipped its new 
wing. In both cases, the townspeople pooled their 
Triple-S stamps to make the purchases. King Korn, 
a Chicago stamp company, offers Cadillacs and 
minks to groups. Entertainment Premium Corp., 
a new company, redeems stamps for tickets to 
events from dog shows to the Metropolitan Opera. 
Two companies have life insurance premiums. 


There’s special significance here to marketers of 
consumer and institutional products. The trend 
toward specialized premiums and toward stamp- 
pooling programs means that you can sell almost 
anything to the stamp companies. 


One supermarket has a “Save for God” box where 
shoppers deposit their stamps for church pur- 
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chases. Gold Bell in Detroit reports a women’s 
fraternal organization will receive a jeep for its 
children’s camp this summer and a small congre- 
gation is working on an electric organ. King Korn 
stamp savers in one community are licking for a 
station wagon for grammar school nuns. Another 
town is buying a school bus. Elsewhere, groups 
are saving Triple-S stamps for fire engines and 
library books. 


While products like pots and pans, carving sets 
and clocks, which require only two to four books, 
remain the most popular premiums, big ticket 
items are rapidly gaining favor. When a company 
sells a club, congregation or community on saving ~ 
for its product, stamp redeemers will arrange to 
follow through on the transaction. 


International Silver is believed to do 10% of its 
business through stamp companies. G-E’s Major 
Appliance Division is actively seeking out the 
stamp companies. Westinghouse is already in. 
Corning Glass, Knapp-Monarch, Cosco, Oneida, 
Silex, Waring are currently big suppliers. 


To sell any product to the stamp companies, mar- 
keters must talk to buyers in terms of books the | 
premium would cost the consumer, and not in 
terms of price. Catalog products must have ready 
acceptance and not require demonstration. With 
group purchases, however, anything goes. 


INTERESTING, IF NOT SIGNIFICANT .. . 


Sales of breadboxes early this year were running 
8% ahead of last year . . . Jensen Industries, Forest 
Park, Ill., recently advertised for adventuresome 
salesmen to sell its phonograph needles on the 
moon. Jensen, the ad indicated, plans crater-to- 
crater distribution on both sides of the moon. 
Representatives, continued the ad (which inci- 
dentally was in The Wall Street Journal), must 
have own rocket and be willing to travel .. . 
Americans spent $1,750,000,000 at “funspots” last 
vear. Some 2 billion persons visited commercial ’ 
recreation centers and amusement parks in the 
U.S, 6s 
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lohnston & Murphy adv rtis ment prepared by The Rock 
“This new campaign in The New Yorker has been terrific . . 
Opened new accounts . . . awakened dead accounts, including large ones. . . 


stimulated tie-ins in store displays . . . turned new style-ideas into a 


, 


volume shoe . . . received many admiring comments from customers and retailers.’ 


THE 
2 12 V.P. Sales, Johnston & Murphy Division, NEW YORKER 


General Shoe Corporation MAGAZINE 


..- LIKE CALIFORNIA W/AHOUT 


THE BILLION -DOLLAR 
VALLEY OF THE BEES 


/ Actually, total effective buying income of more than $2.9 billion 


/ More effective buying income than Arizona and e THE SACRAMENTO BEE 
New Mexico combined 
© THE MODESTO BEE 
e THE FRESNO BEE 


/ Not covered by San Francisco and Los Angeles newspapers 


The Valley of the Bees is like a state within a state, living 
well without regard for the seacoast. And it’s bigger economi- 
cally than many other states. To reach this geographical 
unity, use the Bees. They go home in Inland California. 


Data source: Sales Management’s 1958 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE 


McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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St. Regis makes boxes and boxes 
designed to meet your every need 


From butter box to cutter box ... from ice cream con- 
tainer to clock carton ... St. Regis makes folding boxes 
for countless industries. No matter what the product or 
the nature of its packaging, St. Regis offers years of ex- 
' perience backed by technical skill and creative design. 
Our engineers constructed a special clock carton that 
stepped up packaging time so remarkably, the manufac- 
turer now saves $52,000 yearly. When a wrapping film 
maker ran into consumer resistance, St. Regis re- 
designed his cutter box and sales went up! Another 
St. Regis specialty: printing boxes for top sales-appeal. 
Why not avail yourself of these services? Whether 
you have a production problem, sales problem, or are 
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merely interested in “what’s new” in folding boxes, call 
on St. Regis. There’s a nearby plant ready to take care 
of your routine or special needs...to serve you promptly 
and well. 

Crowell Carton Division, Marshall, Michigan 

Dubuque Container Division, Dubuque, lowa 

Great Lakes Box Division, Cleveland, Ohio 

Pollock Paper Company Division, Dallas, Texas 


St.Regis (&) 


PAPER COMPANY 


150 EAST 42no STREET, NEW YORK 17, N.Y. 


Maine to Louisiana—this is where Esso Standard Oil Co. sells its products. Obviously, 


with an 18-state marketing area, for Esso national advertising means waste circulation—ad- 


vertising dollars wasted on audiences in markets beyond its distribution area. 
That’s why Esso uses spot television programs and announcements. Spot pinpoints 


advertising in markets where Esso needs it...develops a large, local Esso identification. For 
example, “The Esso Reporter” is a respected news personality, immediately associated with 
Esso, in 45 different television markets. Best of all, in cities like Washington, D.C., Charlotte 


“« .. but how do 
we pinpoint Esso’s 
sales efforts?” 


and Florence—on stations represented by CBS Television Spot Sales—“The Esso Reporter” 
is seen by more families each week than most of the highest-rated network television shows. 
The outcome? Dealers are universally enthusiastic. And Esso, the number one seller 
throughout its distribution area, has increased its 1959 spot television budget. 
Undoubtedly, your company’s sales problems vary from market to market. So follow 
Esso’s lead. Use spot television to apply advertising pressure where it’s needed... pinpointing 
markets...selling with sight, sound and motion. Call CBS TELEVISION SP©T SALES. 


“Cinch! Spot television.” 


CBS TELEVISION 
SPOT SALES 
representing 
WCBS.TV New York 
WCAU.TV Philadelphia 
WTOP.TV Washington 
WEBTV Charlotte 
WETW Florence 
WIXT Jacksonville 
WBBM.TV Chicago 
KMOX.TV St. Louis 
KSL-TV Salt Lake City 
KGUL.-TV Houston 
KOIN.TV Portland 
KNXT Los Angeles 
and the CBS Television 
Pacific Network 


with & 


Piping & 
Air Conditioning 


HEATING, PIPING & AIR CONDITIONING 
carries you through to all those who count. 


It’s edited for, 100% paid for, and read 
by the engineers and contractors who identi- 
fiably do heating, piping and air conditioning 
work . .. the ones who specify and buy. Here 
is pure circulation, a responsible circulation, 
a circulation that stems from no other source 
but a marketable editorial product. 

Don’t settle for less. Choose HP&AC — 
well worth your advertising dollar because 
it has proved well worth the reader’s dollar. 
Contact us. KEENEY PUBLISHING COMPANY, 
6 North Michigan, Chicago 2. 
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LETTERS TO THE EDITORS | 


debunking human relations 


I suspect that Mr. Bernard Davis 
(“It’s Time to Debunk Human Re- 
lations!” Sales Management, March 
6) has intended to say that man- 
agement must manage, not be man- 
aged. The words he has chosen 
sound like a plug for monarchist 
oppression .. . 

Unfortunately, there are still 
too many bosses around who, 
knowingly or not, practice what 
Mr. Davis preaches. They should 
work for each other. A few out- 
standing companies are doing well 
with a policy of management by 
“leaders,” not by “bosses.” If I 
should move to another job some 
day, I hope there will still be some 
of them around. 


Roy C. Rollins 
Joliet, Ill. 


Disagree with Mr. Davis? 
NEVER! His article contains the 
most refreshing expression on 
management I’ve ever seen in 
print. He’s to be admired for the 
courage of his convictions. 

It’s high time we in sales man- 
agement wake up to the fact that 
it isn’t cruel or inhuman to ask a 
man to do the job he’s paid to do! 
I'm looking forward to the day 
when I have enough trained men 
to set up a situation — one that is 
very, very seldom seen anymore — 
and that is, to be able to point out 
to a salesman that, believe it or 
not, he’s in competition—FOR HIS 
JOB. How long has it been since 
you've told a man that? 


Lloyd W. Durham 
District Manager 
The Standard Register Co. 
Louisville, Ky. 


It’s time to debunk Davis . 

I do believe that there are some 
managers in the field who can be 
classified in that group of trying 
to win a popularity contest, but 
the use of human relations by 
these men is a smoke screen — the 
path of least resistance. They 
either don’t know how to do their 
job or just not interested in doing 
it. It boils down to one fact: These 
men should never have been ap- 
pointed to supervisory positions. 


G. F. Tom Grimaldi 
New Orleans Division Manager 
Schering Corp. 
APRIL 


17, 21959 


Your article, “It’s Time to De- 
bunk Human Relations!” [March 6, 
1959, page 82] should be titled 
“It’s Time to Understand Human 
Relations.” 

Human relations may be con- 
sidered business etiquette or tech- 
niques for gaining cooperation 
when you are building a team 
spirit. Human relations does not 
give employes the yes or no of 
management’s responsibilities and 
authority. 

W. A. Kraschel 
President 
Hured, Individual and Group 

Development 

San Francisco, California 


The writer of the following letter 
formerly was manager of sales train- 
ing, Westinghouse Electric Corp. He 
is author of numerous books on selling. 


I got a real kick out of Brother 
Davis’ article, “It’s Time to De- 
bunk Human Relations!” I’ve put 
about 1100 supervisors through a 
clinic I run on H.R. in Manage- 
ment, and when I ask the ques- 
tion, “Are we using this H.R. as 
much as we should?” the answer 
is “No.” They are like the sales- 
man who wouldn't buy the book on 
selling because he wasn’t selling 
half as well as he knew how now. 

Too many think of the one ob- 
jective of H.R. to make the worker 
happy. I like to present it as a two 
step problem: 

One: to get the work out, and 

Two: to keep the worker as rea- 
sonably happy as possible while 
getting out that production. 

Some managers don’t like coffee 
breaks because they don’t like 
coffee. 

Others don’t like rest periods be- 
cause they don’t get tired. 

I go to lunch with a sales man- 
ager. He calls to the waiter, “Hey, 
George, bring me some butter.” No, 
“Please.” When George comes with 
the butter, no, “Thank you.” That’s 
not the exception either. I'd say 
we need some H.R. training for 
our kind. The other day I asked 
my grandson why he hadn’t picked 
up the locomotive, “I've asked you 
three times,” I said. 

You know what his answer was, 
don’t you, “Grandad you never 
said, ‘please.’” Yes, even the teach- 
ers need training. 

(continued on page 28) 


Most penetrating, 
sales-conditioning 
influence in the 
hospital market 


Issued on the Ist and 16th 
every month, HOSPITALS, 
Journal of the American Hos- 
pital Association; takes your 
sales message to the greatest 
single concentration of people 
who buy for hospitals. 


AVERAGE TOTAL PAID 
CIRCULATION — 


HOSPITALS 18,560 


Magazine No, 2 15,787 


Magazine No. 3 14,316 


ABC Average Paid Circulation 6 mos. end- 
ing Dec. 31, 1958 


_ UNITED STATES 
_ CIRCULATION 


HOSPITALS 17,072 


Magazine No. 2 13,601 


Magazine No. 3 13,027 


Circulation for November, 1958 issve. 
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4 ABC Geographical Analysis of Total Paid 


SM 
HOSPITALS 
JOURNAL OF THE AMERICAN HOSPITAL ASSN. 


840 North Lake Shore Drive 
Chicago 11, Illinois 


Please send comparative data on 
hospital publications. 
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Principal Product . 


Street 


“Trial-and-error digging 
is a dog’s life’ 
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How do leading firms and salesmen 


avoid ‘cold’ prospecting? 


In the new construction market, they use Dodge Reports to pinpoint 
active prospects ... and guide the timing of sales calls. 

Dodge Reports are mailed daily — directly to you or your salesmen. 
They tell who’s going to build what and where. You specify the areas 
and types of construction you want covered. For each project, Dodge 
tells you whom to see ... when bids are wanted — and even who else is 
bidding ... anywhere within the 37 Eastern States. 

Let Dodge show you how you can avoid missed or mis-timed oppor- 
tunities ... how you can concentrate on jobs you know will be profitable 
... how you can end the nuisance of ‘cold canvassing’... how you can 
cut sales costs and boost salesmen’s morale and earnings. 


SEND FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18,N. Y., Dept. SM49 
Send me the book ‘Dodge Reports — How to Use 
Them Effectively"’ and let me see some typical 
Dodge Reports for my area. | am interested in 
the general markets checked below. 
House Construction ] General Building 
Engineering Projects (Heavy Construction) 
Area - - 
stepie ; Dodge Reports 
Compan mana F Timed Selling 


Address 


LETTERS 


There should be more fellows 
like Bernard Davis going about 
the business world reminding one 
and all of that first objective of 
H.R.—getting out the work. But 
with that first objective clearly in 
mind, we can use some of the sec- 
ond, too. 


Ed J. Hegarty 
Mansfield, Ohio 


go where money is 


Re: Mike Hughes’ kibitzing [See 
“Prosperous,” Sales Management, 
March 20, page 118] of the New 
York Stock Exchange’s media se- 
lections. The greenest space buyer 
knows about that 50% extra flight 
pay many Air Force families enjoy. 
Also, it’s a rare Rotarian not al- 
ready in the market. Any other 
questions? 


Paul W. Ream 
Scripps-Howard Newspapers 
Philadelphia, Pa. 


phooey! 


We are stunned! Only Friday 
we commented that your articles 
were of such consistent high quality 
and interest. Sorry if we jinxed 
you. 

How did “The Sales Problem We 
Hate to Face” [Sales Management, 
March 20, page 78] get by your 
eagle eye? For years I have never 
read anything so banal. Who was it 
said “The broader the generality 
the narrower the mind”? 

If Mr. [M. J.] Butler, Jr., has an 
answer to his problem he certainly 
is not going to let others in on it. 

Please forgive my caustic style. 
Guess I have just been waiting 
years for single chance to make this 
comment about one of your arti- 
cles—Phooey! 

End of comment. No reply re- 
quested. You are entitled to more 
errors than you make. 


Yours out of the wrong side of 
the bed, 


John Lightfoot 
Glen Cove, New York 


> But E. G. Male, manager, field 
circulation sales, McGraw-Hill Pub- 
lishing Co. has just ordered 200 re- 
prints of “The Sales Problem We 
Hate to Face.” 
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Report No. 2 on the New Economics of 


REYNOLDS 


Thirst quencher or headache relief, effervescents 
show the swift trend to “convenience merchandising”. . . 
in single portions at soda fountains, lunchrooms, etc., 


WRAP 
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value 
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in multi-packs for the home. And the key to it is the A g ees, 
laminated foil pouch that keeps these products fresh L. U ne Re uU 4 BROMO 


and moisture-free ... always ready to fizz! 


TZER 


! : | 2s 
'f CHVETALS 
It’s a useful lesson in the New Economics of $ AC KAG 4 Me | G >, 


Reynolds Wrap Aluminum Packaging. Manufacturers 

can afford this superior packaging, in strips or cards or boxes 

of individual portions ...because the relative cost is so low 
compared to all other marketing factors. And they can count on 
a high return for the investment. ..as aluminum’s brighter 
display increases impulse sales ...as quality and convenience 
build repeat business. 


Let us show you how the New Economics of Reynolds Wrap 
Aluminum Packaging can be applied to your product. At the same 
time, we would like to bring you data from an important study: 
“The Image of Aluminum Foil.” Call any Reynolds sales office. 


Or write to Reynolds Metals Company, Richmond 18, Virginia. 
Watch Reynolds TV: ‘‘Walt Disney Presents’’ Friday Nights on the ABC-TV Network. 


QUALITY 
PROTECTED WITH 


Reynolds Wrap 


Soe panies Wy | 


BRAND POWER PLUS! 


Investment in aluminum foil packaging 

is the biggest bargain in the whole range 

of marketing. BUT USE OF THE 

REYNOLDS WRAP ALUMINUM PACKAGING 
SEAL IS A BIGGER BARGAIN STILL... 

IT’S FREE! Surveys show 8 out of 10 women 
know this Seal. 7 out of 10 of these prefer 
products carrying it. Remember, your Brand 
Power is big, but this is Brand Power Plus! 


Subject of the meeting: their 


Each year, in cities from coast to coast, TIME holds a series of 
meetings for the sales representatives of companies advertising 
to America’s business executives in TIME. 

Objective: to demonstrate to these men how their companies’ 
national advertising in TIME, The Weekly Newsmagazine, helps 
them sell right in their own territories. 


ADVERTISING OFFICES: Boston e Chicago « Cleveland. Detroite Los Angeles « Minneapolis 
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customers...and your advertising 


Over a period of six years, 66 luncheon meetings have been 
held. More than 6,000 of America’s top business sales represent- 
atives have attended these meetings. 


This month nine more sessions in five cities are dramatizing 
the local impact of planned national advertising in TIME. 
Are you using this service, offered only by TIME? 


New York e Philadelphia « Pittsburgh e St. Louis e San Francisco 


APStt ts. vror 


TO TELEV VERAGE 
IN THE EN THEAST 
IS CHARLO 


Make your own comparison! 


NCS #3 gives CHARLOTTE-WBTYV 632,070 TV homes. 
Atlanta has 579,090. Louisville 509,480. Birmingham 
587,800. Memphis 453,240. CHARLOTTE STATION “B” 
442,690. Miami 434,800. New Orleans 380,020. Nashville 
366,560. Norfolk-Portsmouth 337,580. Richmond 311,680. 


Take the biggest step first—enjoy Charlotte’s invigorating 
sales climate. Contact WBTV or CBS Television 
Spot Sales for the complete market story. 


JEFFERSON STANDARD 
BROADCASTING COMPANY 


FR 


Neglected 


Sales 
Tool? 


APRIL 17, 1959 


Is this your situation: competitors can match you on price, 


quality, delivery? Customers know it. If an ex-appliance sales 


chief can create salesmen-prospect excitement about potash in 


ten months, just imagine what you can do with your product. 


Ten short months ago, Anthony 
Cascino said, “When price alone be- 
comes the focal point in any market- 
ing strategy, the seller might as well 
issue a price list announcing ‘our 
prices are one dollar less than anv 
competitive quote,’ then quit adver- 
tising, fire the field force and take his 
chances on getting the order by mail 
or phone.” 

Today, International Minerals & 
Chemical Corporation’s marketing vice 
president has only one additional com- 
ment: “Amen!” The company’s dy- 
namic, new “Full Orbit” marketing 
program, especially designed for the 
IMC basic fertilizer ingredient divi- 
sions—potash, phosphate rock and 
triple superphosphate— has begun to 
produce results. 

While initial dollar figures are still 
increasing, the number of active phos- 
phate rock customers jumped over 
20% during the first four months of 
the fiscal year, July 1958 to July 1959. 
Triple superphosphate reports show 
an appreciable increase in business 
and potash sales are considerably 


APR: 175. 0958 


By ROBERT A. KELLY 


ahead of last year for the same period. 

During these first ten months of 
the program, “Full Orbit” bodes well 
to boot-strap IMC’s fertilizer ingredi- 
ent sales up and out of the quicksand 
of price competition. 

International’s problem is similar 
to many companies with a “standard- 
ized” group of products—in this case, 
potash, phosphate rock and _ triple 
superphosphate. 

Customers knew what they were 
buying. A product has to have certain 
chemical properties—“60% muriate” 
for example, or, in some cases, “suffi- 
cient available phosphoric acid.” You 
couldn’t talk about “this year’s styl- 
ing,” or, for that matter, this year’s 
price. ‘ 

IMC, of course, holds to the belief 
that its products are superior—and 
continues to make sales claims to that 
effect. But the company is also real- 
istic enough to realize that a differen- 
tial in quality is not always enough— 
in a standardized market—to finally 
influence a buying decision. 

After all, IMC’s competitors have 


the know-how, their products are 
good. The customer has come to ex- 
pect the highest quality and takes it 
for granted he gets it. Competition 
starts from here. 

Where to go—what to do! The IMC 
salesman could talk about service 
and so forth in its usual sense, but if 
the customer pinned him down on it, 
he’d be hard-pressed to explain what 
he meant. The conversation inevitably 
returns to price. 

At the beginning of 1958 the situa- 
tion was this: 


1. IMC, like most industrial pro- 
ducers, had a product that lacked dif- 
ferentiation. Brand identification was 
impossible. The customer was well 
aware that the product would be 
identical regardless of where he 
bought it. 


2. Research had shown that the cus- 
tomer accepts the claim of “good qual- 
ity” as the minimum form of supplier 
behavior. He places no premium on 
your good quality. He accepts this 
as standard practice. (continued) 
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3. The customer usually bought on 
technical specifications. 


Logically, if a company cannot 
claim product superiority and, if it 
is to avoid a mere price approach, it 
has only one other alternative: to 
claim that, although the products are 
the same, the company is superior. 

This strategy has failed the test of 
time. In IMC’s case, it could talk 
about the company’s abundant re- 
serves, its reliability as a source of 
supply, superior production processes, 
quality controls, dependable and time- 
ly deliveries and a han of facts point- 
ing to its overall position. 

While these attributes were unique 
at one time, they now tend to become 
neutralized with the passing of time. 
In addition, IMC competitors also 
have managed to acquire adequate re- 
serves, technical production know-how 
and reliability. 

Gradually, the crux of the problem 
became apparent. IMC had to un- 
cover new and valid reasons for gain- 
ing the customer's favor. 

To make sure that new claims 
would not be meaningless and of lit- 
tle value, the company decided to let 
the customer himself define the areas 
that were of greatest importance to 
him. 


To do this, IMC retained an inde- 
pendent market research organization, 
Chicago’s Market Facts, Inc., to ap- 
proach its customers. 

Anonymity, not the usual corporate 
aim, was intentionally preserved. It 
was found that this tactic completely 
removed the bias usually present in 
the salesman/customer interview. For 
example, the customer knows that if 
he reveals the fact that his stocks of 
potash are low, he will be pressed for 
an order, so he claims “full stock.” On 
the other hand, the salesman knows 
that a call report of low-stock without 
a restocking order, would place him 
squarely on the carpet, so he adjusts 
his call reports accordingly. The 
anonymous interviews removed this 
temptation to color the facts. IMC 
was getting to the heart of the prob- 
lem. 

Market Facts interviewers are 
skilled at their work. They drew out 
the customer and guided him toward 
his own definition of the areas most 
pertinent to him. MF epee that, 
in many cases, the respondent claimed 
he had never clarified the subject in 
his mind before. He had known, some- 
how, what he had wanted from a 
potash supplier, but never had put it 
down in black and white. The truth 
was coming to the surface. 

Final results of the survey were 
brief and to the point: While the cus- 
tomer still required technical service 
on how to make his finished fertilizer, 
he needed to know more than ever 
how to get rid of the product. It 
showed beyond doubt that, because 
the industry had converted from one 


He Lets Competitors Sell 


At IMC the name Cascino is 
synonymous with the company’s 
slam-bang Full Orbit marketing 
program. VP in charge of mar- 
keting at International Minerals 
& Chemical Corp. since May of 
1957. Cascino has 
watched IMC sales move steadily 


Anthony 


upward. 

Cascino has been a teacher at 
Northwestern University and 
Ripon College, a director of mar- 
keting for Crosley and Bendix 
Division of AVCO and a branch 
economist with the OPA in Wash- 
ington, D. C., among other mar- 
keting chores 

“Today,” says Cascino, “every- 
one searches for excitement. The 


‘ 


Price 


Full Orbit program has put every- 
body—from customers to stock 
boys—on his mark.” 


Anthony Cascino 


of short supply to a condition of ex- 
cess capacity, demand-side problems 
were paramount. 

Obviously, during the lush postwar 
period, there was little need for the 
fertilizer manufacturer to develop so- 
phistication and marketing proficiency 
—and now he was in desperate need 
of help. 

There was not much doubt as to 
which direction IMC would travel. It 
was purely a case of providing 
demand-side service from then on. 

Fortunately for everyone con- 
cerned, Market Facts had done a good 
job. Clear-cut needs were plumbed 
from the depths of the customer mind. 

As the intermediary probed, five 
specific activities rose to the forefront 
of greatest need and urgency. 

First, a typical fertilizer manufac- 
turer serves from 15 to 20 counties 
immediately adjacent to his plant. He 
wants help in determining the total 
potential of the area and the relative 
potential of each county. This means 
market research. 


®& Second, he wants help in hiring, 
training and paying salesmen. 

Third, he wants to learn more about 
advertising and sales promotion: how 
much to spend, what makes a good 
headline, when to use outdoor signs, 
and all related problems. 

Fourth, customer meetings, either 
with dealers or farmers, are a widely 
prevalent activity in this industry. 
The customer wants assistance in im- 
proving the attention and effective- 
ness of such meetings. 


Finally, because transportation 
charges often may exceed the cost of 
the product, and because transporta- 
tion rates seem destined to increase 
forever, the farmer wants expert as- 
sistance in selecting the most eco- 
nomical routes and means of transpor- 
tation, in fighting rate increases and 
in settling freight claims. 

It was juicy information—here, at 
last, IMC had a basis for strong non- 
price appeals. If the company could 
find some way to meet these needs, 
effectively and economically, then it 
could provide the customer with a 
justifiable reason for selecting IMC 
as his supplier, even though there 
were no major differences in the prod- 
ucts produced by all competing com- 
panies. 

By providing these services, IMC 
would be offering the customer a com- 
plete package, of which the product 
was only one part. Additionally, the 
package would not only be different, 
but superior to anything being offered 
by competitors. 

More important, IMC was sure that 

(continued on page 108) 
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MARKETING PICTOGRAPH 
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U.S. Population has a Different Mix 


Twenty years ago, the population of the United States was 132.5 
million. It has grown 43.5 million since that time—a 34% increase 
UP 80% overall. But, take.a look at what has happened to the relationships 
existing between one group and another and you'll 
UP 75% see that the mix is much, much different. 


UP 65% 


percent increase 1959 versus 1940 


U.S. AVERAGE UP 34% 


UP 34% 
camsainaal 


UP 22% 
UP 9% 
40-59 YEARS 60 YEARS 


UNDER 5 YEARS 5-9 YEARS 10-19 YEARS 20-39 YEARS 
AND OVER 


AGE BREAKDOWN TODAY 


46.4 


MILLION MILLION MILLION MILLION 


UNDER 20 YEARS 20-39 YEARS 40-59 YEARS 60 YEARS AND OVER 


TOTAL: 177.8 MILLION 


Source: a speech by Arno H. Johnson, vp and senior economist, J. Walter Thompson Co. 
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THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


Marketing Is Not New at I.C.S. 


When we heard that the 69- 
year-old International Correspondence 
Schools (notables who hold an I.C.S. 
sheepskin: the father of President 
Eisenhower; Walter P. Chrysler; Ar- 
thur Godfrey; Walter D. Fuller, for- 
mer chairman, Curtis Publishing Co.; 
Eddie Rickenbacker) had named Jo- 
seph H. Biro (right) director of mar- 
keting we asked him what marketing 
had to do with correspondence 
courses. He looked at S. E. Owens 
left), new sales manager for the com- 
pany (the two of them together total 
50 years with this, the world’s oldest 
and largest home-study school) and 
smiled. “Newly created post, which it 
is, should be in quotes,” he said. “ICS 
has coordinated all functions of what 
we consider marketing—advertising, 
sales, industrial promotion, field rep- 
resentation, marketing research and 
sales management—for quite a number 
of years.” The company has, in its 
long history, enrolled almost 7 mil- 
lion students. Owens will take charge 
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of the 900-member field organization, 
give Biro time to analyze specific 
phases of marketing with the aim of 
improving individual areas of activity. 
He'll “strive for concentration on mar- 
ket research and promotion.” ICS 
salesmen are a breed apart: They 
have a sort of missionary zeal; the 
late Dale Carnegie first began mak- 
ing friends and influencing people as 
an ICS representative in Nebraska. 


The school has a present enrollment 
of 133,000 students, a handsome new 
headquarters building in Scranton, 
Pa. There are more women enrolled 
for its courses than at any woman's 
college in the U.S. or Canada. Stu- 
dents’ ages range from 12 to 82. And 
the boys who must keep things grow- 
ing are these two ICS vets who, to- 
gether, have taken just about every 
course their employer offers. 


The Wide Stance 


... goes with John F. Malone—and 
not merely with Pontiac, the automo- 
bile with which he’s lived since 1940. 
And he doesn’t see anything unusual 
about the fact that he, primarily a 
salesman (he’s been manager of the 
Cleveland Zone since 1957) has been 
named advertising manager of Pontiac 
Motor Division of General Motors. 
“How,” he asks, “can you have sales 
without advertising or vice versa?” 
That’s showman talk. And Malone 
started up Pontiac’s ladder as a show- 
man of sorts. He joined the automo- 
bile world as a member of the General 
Motor’s Sales Section and was immedi- 
ately assigned to the company’s fa- 
mous exhibit at the World’s Fair in 
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The Left Hand Knows... 


The left hand knows what the 
right is doing at Sun Chemical Corp., 
New York. And because it does, big, 
burly M. J. (Hap) Hoover has become 
the company’s first vp in charge of 
marketing. His will be the job of im- 
plementing Sun’s growth plans. He’s 
been administrative vp. (Basically, 
the company’s business is customized 
formulation and production of chem- 
ical products, including inorganic pig- 
ments, textile chemicals, flexographic 
inks, paints, etc.) Hoover, who has an 
engineering background and who 
grew up—on Philly's Main Line near 
Curtis Publishing luminaries — with 
the dream of being a designer of 
printing machinery, was sidetracked. 
But his whole career has been in 
sales engineering. In his 23 years 
with Sun he’s headed several impor- 
tant divisions and he has served as 
sales director for the entire organiza- 
tion. One of his tasks for the future 
will be to broaden Sun’s corporate 
identity. The company is made up of 
a number of divisions serving industry 
with more than 800 products from 
42 manufacturing facilities. Sun is 
interested in taking on even more 
divisions but “we're definitely not in- 
terested,” says plain-spoken Hoover, 
“in going into the gutter-and-down- 
spout business. We know nothing 
about such operations. We are inter- 
ested in growth only in fields we 
know, where we can contribute.” The 
Hoovers, who have a flock of grand- 
children, live in suburban New York 
and for vears have had the joint 
hobby of collecting and restoring, in 
their basement workshop, fine Ameri- 
can and Continental antiques. 


New York. He joined Pontiac in 1940 
as parts and service representative in 
Boston. Within three years he was pro- 
moted to district manager in Boston, 
held the post until “45 when he be- 
came service manager. After that 
came zone managerships in Pittsburgh 
and New York. A tall, straight-as-a- 
die man, he studied at the University 
of Pennsylvania, married a girl from 
that state. They're parents of five. . . 
John Malone believes in his future 
as ad manager. He’s spent so many 
vears in the field he believes he knows 
what motivates people to buy cars. 
Now he’s itching to put his theories 
into practice. All but one of Pontiac’s 
former ad managers came from Pon- 
tiac sales posts! 
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How 


On these pages are doodles of ten fellow Sales Management 


subscribers. We asked their secretaries to send them to us. We 


turned them over to the famous Helen King for analysis. Then 


we asked permission to publish them. How do you doodle? 


By HELEN KING* 


What is a doodle? Where is it 
found? What does it mean? 

Doodles are those funny little marks 
we make when we have pencils in 
hand during a telephone conversation, 
or at a business conference, or while 
having a business luncheon. Desk cal- 
endars, scratch pads and tablecloths 
are suddenly covered with odd mean- 
ingless marks—names, numbers, vari- 
ous patterns. 


* Author of “Your Doodles and What 
They Mean to You.” 
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Why would a sales executive doodle 
a musical clef while listening to a 
customer? Or an advertising man fill 
his calendar with profiles? What 
prompts such mental-meanderings? 

According to Psychiatrist Blanche 
Baker, M.D., Ph.D., (San Francisco) 
in the book “Your Doodles,” “The 
Doodle is coming into its own as a 
respectable diagnostic tool. It would 
seem to have much to offer, for it 
is actually Rorschach in reverse. In 
it are combined the symbolic elements 
of the fantasy and the dream, yet it 
is an objective pictorial production 


to Interpret Your Doodles 


made by the hands guided by the un- 
conscious mind while the conscious 
mind is focused elsewhere. Thus it 
would seem that doodles provide 
unique opportunities for exploration 
of the hidden aspects of persorality.” 

Who has not known of the Big 
Business Man talking to his wife on 
the phone with “yes, dear, yes, dear” 
while all the time he is busy deodling 
hatchets, daggers and other signs of 
hostility? The conscious mind was on 
the little woman, but the unconscious 
mind told his real thoughts. 

Uncle Sam’s Security boys recog- 
nize the potential value of doodles 
and demand that all such revealing 
bits of innermost thoughts be de- 
stroyed when these doodles come from 
the pens of high Government officials 
during secret conferences. John Fos- 
ter Dulles, who feared he might get 
cancer of the throat some five or six 
vears ago, quit smoking, took up 
doodling to occupy his restless hands. 
He fills pages with his “unconscious 
thoughts” while his “conscious mind” 
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RL. Hamilton, President 
The Dumore Co. 
Mr. Hamilton makes good use of 


is focused on the people at hand. And 
these doodles are always burned by 
the Security agents lest the Secretary 
of State reveal too much. 

Each person has many moods and 
is likely to doodle symbols of them 
during the day’s activities. A momen- 
tary depression may show up in a 
droopy doodle while an inspired hour 
may be represented by a star. Thus 
patterns will be seen in these doodles, 
patterns coming from the unconscious 
mind. 

Those who press heavily on the 
pencil when scribbling show more 
forcefulness, more tension than those 
with more receptivity, who skip light- 
ly over the paper. Rightward slant 
doodles indicate more extroverted 
tendencies than the leftward which 
often may be interpreted as holding 
back, or going back in thought. Shad- 
ing a doodle may indicate a certain 
amount of tension, while going over 
and over the same line often has been 
associated with a compulsion neurosis. 

In addition to the doodles shown 
here, submitted by secretaries of 
Sales Management subscribers (all 
members of the Sales Leadership 
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L. L. Higbee, Trade S. M. 
The General Tire & Rubber Co. 
fore en g produces a variety of 
outdoor’ doodles: house, weather- 
vane, and some funnel-like strokes 
ye gpa to tornadoes, and a fence. 


firm, gentle, idealistic. 


Oft-Repeated Doodles: What They Mean 


FLOWERS AND LEAVES, signs of the sentimentalist, the person who 
loves to see growing things. 


TICKTACKTOE, a planned pattern of balancing lines. But when it 
is played out so that the doodler wins, it’s his own ego demanding 
satisfaction. 


HEARTS-WITH-NAMES, often scribbled by a girl in love with a lad 
she has chosen to propose to her. 


OUTLINES OF MAPS come from the pens of those who take off from 
the routine of business life to see how the rest of the world lives. 


THE TOOTHPICK MAN, as he is popularly called. Centuries ago the 
caveman hacked out this simple symbol of himself—of “I.” Big 
swollen head of the toothpick man is comparable to the swollen- 
headed personal pronoun “I” today, a sign of self-love. 


FILLED IN OPEN SPACES on memo pad, magazine, phone book 
cover. A clean circle “o” is poison to these filler-inners who are 
backseat drivers. 


Argus Leidy, VP 
Globe Hoist Co. 


Mr. Leidy prints blocked letters 
carefully, builds a block-brick wall 
cand doodies numerals from one to 
nine while at the telephone. All 
show a proper sequence of thought, 
a planning mind, a desire to com- 
plete a thought, once he begins it. 
(Walter Winchell is a numerals 
doodler.) Even the jagged lightning- 
like strokes show balance. 
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Harold L. Schafer, Pres. 
Gold Seal Co. 


Mr. Schafer, president, Gold Seal 
Co., Bismarck, N. D., indicates much 
power, force, determination. He is 
aggressive, able to take on large 
projects, and to pass along his enthu- 
siasm and vitality to others. The 
rightward slant of the doodles, writ- 
ing, and inclusion of many holes 
punched through the paper, all point 
to Mr. Schafer as being a dynamic 
individual. 

When arrows are doodled “up” 
(away from self, really), they reveal 
a person whose thoughts and ideals 
are upward, shooting high. 


Marlow Pumps Division, 
Bell & Gossett Co. 


The doodles of A. F. Woods are 
original and unique—in addition to 
being most subjective. Woods’ craft, 
water, weathervane all point to 
a nautical turn of mind. These are 
“live” doodles, in that they give a 
definite look of action. The arrow- 
heads which adorn letters, geomet- 
rical figures, and all ending strokes, 
have a definite purpose. They set 
the pace for the doodler. 


Richard A. Winter, VP 
Federal Tool Corp. 


The box and angular patterns, 
heavy pressure and rightward slant 
reflect a strong, powerful nature— 
progressive, aggressive, assertive, 
alert to all going on. Mr. Winter is 
extroverted, outward, interested in 
promoting objects, projects, people. 
The concentric circles indicate a de- 
sire to break loose from anything 
too conservative, to get away from 
outmoded routines. 


She Interprets Your Doodles 


Miss Helen King is no stranger 


to Sales Management readers. 
She is the founder of the first 
Consumer Contest Judging Bu- 
reau and the author of the book, 
“Prize Contests—How to Win 
Them.” 

Now Miss King specializes in 
analyzing doodles and handwrit- 


ing. Her book, “Your Doodles 
and What They Mean to You,” 
published in 1957, enables you 
to compare your doodles with 
those of famous and not-so-fam- 
ous people, and interpret their 
meaning. She is past president of 
the American Graphological So- 
ciety. 


Panel) there are six scribbles which 
show up most frequently on desk 
pads: 

e Flowers and leaves—the sign of 
the sentimentalist, the person who 
loves to see growing things. 

@ Ticktacktoe, a planned pattern of 
balancing lines—but when it is ac- 
tually played out so that the doodler 
wins, ‘tis his own ego demanding 
satisfaction. 

e Hearts-with-names are usually 
scribbled by the girl in love with the 
lad she has chosen to propose to her. 

© Outlines of maps coming from 
the pens of those who take off from 
the routines of a business life and see 
how the rest of the world lives. 


e The toothpick man as he is popu- 
larly called. Centuries ago the cave- 
man hacked out this simple symbol 
of himself—of “I.” The big swollen 
head of the toothpick man is com- 
parable to the swollen-headed per- 
sonal pronoun “I” today, a sign of 
self-love. 

e The person who fills in every 
open space on a memo pad, magazine 
or telephone cover. A clean circle “O” 
is poison to these filler-inners who 
might sometimes be likened to back- 
seat drivers. 

Just as there are non-conformists 
in every phase of life, so are there 
non-doodlers in the world of scrib- 
blers. Morris Stone, vice president, 
American Greetings, Inc., Cleveland, 
O., and H. R. Boshoven, regional sales 
manager, Interstate Motor Freight 
System, Grand Rapids, Mich., are two 
men whose secretaries say they never 
have been seen doodling. 

My own figures indicate that 100 
out of a possible 100,000 claim to be 
non-doodlers. Psychologists say there 
are several reasons for this, and it 
usually requires individual question- 
ing to determine the specific cause. 

A few of the theories advanced in- 
clude: 


The negative people who distrust 
everyone. Those who have a fear of 
self-revelation thus shy away from 
pens and pencils. 

The self-conscious people who are 
aware of doodle-value so keep their 
hands in their pockets. 

Those who follow through quickly 
and efficiently-who get ideas and go 
to work on them immediately, without 
inhibitions. 

Non-doodlers include such famous 
people as Mrs. Franklin D. Roosevelt, 
Grandma Moses, Edward R. Murrow, 
John C. Daly, Alfred Lunt, Lynn 
Fontanne, Mickey Mantle, Yogi Berra, 
Jackie Robinson and the late Pro- 
fessor Alfred C. Kinsey. 

How do you doodle? 
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Smith & Wesson 
.44 Caliber Revolver, 
manufactured for 
Russia, 1874 


Here's a target worth shooting for! It's big—with over two mil- *THE 45-COUNTY TRADING AREA 
lion people who buy more because they have more. Much THAT'S BIGGER THAN YOU THINK! 
more. (In Indianapolis alone, annual family income is 15.6% 

above the national average.t) They've hiked retail sales into |— ~~ | Population: 2,117,100 
12th place among cities of over 600,000.t You can completely ‘ox ic income: $3,740,248,000 
bracket the target, the people, and the sales with the 56.4% @ 2 Retail Sales: $2,472,792,000 
coverage of The Star and The News. Write today for complete | 


Coverage: 56.4% By 
market data. 


The Star and The News 
t+ Sales Management, Survey of Buying Power, 1958 


. STAR ..... 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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Product Manager: What Does It Mean? 


It's a relatively new function in business, a by-product of de- 


centralization. This glimpse of the work pattern of the marketing 


manager for National Biscuit's Dromedary product line shows 


why such a job calls for a man with general management skills. 


A. Simon (“everyone calls me Al”) 
is a marketing manager of the Na- 
tional Biscuit Co., New York City. 
He’s one of three marketing managers 
in Nabisco’s Special Products Divi- 
sion. Simon’s products: Dromedary 
cake mixes, nut rolls, pimientos, dates, 
fruits and peels. 

About a year and a half ago, there 
were no marketing managers in the 
Division. Al Simon was director of 
marketing for Dromedary, at the time 
it was a subsidiary company but not 
then merged with Nabisco. When the 
merger came in March 1958, Simon, 
a quiet, 3l-year Nabisco veteran, re- 
ceived his present title. 

Simon says his job “involves every- 
thing that pertains to the products 
except actual selling—that’s done by 
our Special Products Sales Division.” 
Among Simon’s responsibilities: prod- 
uct quality, packaging, marketing, ad- 
vertising and promotional programs. 

Profit analysis also takes up much 
of his time—some of it at home. The 
profit structure is under constant 
analysis. “When we start getting into 
trouble zones,” Simon explains, “I’ve 
got to figure a way out. It may call 
for improved marketing, improved 
production, maybe a new package.” 

Describing his job, Simon says, 
“Basically, everything starts here and 
is then doled out to experts in various 
lines.” 

Perhaps the best way to see what 
this marketing manager does is to 
follow him through the development 
of a new product. Although the 
Dromedary line of 13 products has 
remained static since the merger last 
year, Simon says it is possible that 
about three or four new products will 
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Our nation’s growth spells new op- 
portunity, new jobs, new titles. 
Many Sales Management subserib- 
ers now have the titles product 
manager or marketing manager. 
Why the titles, what do they 
mean? In this intimate report, a 
sales veteran talks about his new 
job as marketing manager of the 
Dromedary product line at Nabisco. 


be introduced during the next year. 
And they won't necessarily be related 
to anything in the current Dromedary 
line. 

New products start with Simon. He 
channels ideas to Nabisco’s laboratory 
and production departments where 
they are refined. Production specifies 
the type of container or package the 
product requires. “We determine the 
cubic dimensions of the package,” 


“We're No Betty Crocker or Pillsbury” 


Last year the National Biscuit 
Co. celebrated its 60th birthday. 
And it’s been a good 60 years. 

The company is acknowledged 
leader in the biscuit baking in- 
dustry. Fiscal 1958 sales totaled 
$415.5 million, slightly down 
from ‘57's $423.9 million. 

People like, and buy, the com- 
pany’s products, Nabisco cracker 
products were the most recently 
bought cracker brands in five out 
of the 11 markets surveyed in 
the Top Ten Brands study con- 
ducted by Don E. Clark Il, & 
Associates, Inc., for newspapers. 
It ranked second in five markets. 
which Nabisco 
purchased in 1954, is not the 
leader in its field—primarily cake 


Dromedary, 


mixes. Al Simon flatly says, 
“We're no Betty Crocker or Pills- 
bury. We don’t have tonnage 
mixes.” 


In the same Top Ten Brands 
survey, Dromedary rankings in 
preference of most recently 
bought brands range from fourth 
to ninth. 


Al Simon of Nabisco 
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It would take 1,000 salesmen, making 10 
calls each per day, more than 11 years to 
make as many face-to-face contacts as you 
get from | ad page in | issue of the Post. 
Alfred Politz’ study of Ad Page Exposure 
proved: 29 million times each issue, some- 


one turns to your ad page in the Post! 
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Sep RCA 


® 
t 


Isn't this the kind of selling you want your 


advertising to do? 


A CURTIS MAGAZINE 


The Saturday Evening 


POST 


Sell the POST-INFLUENTIALS 
-they tell the others! 


nothing drives home sales 


...and nothing builds AWHERENESS like the Yellow Pages 


Whatever you sell, wherever it’s sold, nothing 
directs prospects your way like AWHERENESS! 
And nothing builds AWHERENESS like the 
Yellow Pages—the buyers’ guide that tells your 
prospects where to find your product or service. 
For the manufacturer of brand-name products, 
Trade Mark Service in the Yellow Pages makes 


prospects aware of his local outlets. For the 
local business man, Yellow Pages advertising 
makes the community aware of the products 
and services he offers. 

The Yellow Pages man will help plan an 
AWHERENESS sales program for your needs. 
Call him at your Bell Telephone Business Office. 


The advertising medium that tells people where to find your local outlets! 
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says Simon, “then turn a package de- 
sign request over to our Special Prod- 
ucts Advertising Department.” 

While the ultimate responsibility 
for the finished package design is 
mainly in the Advertising Depart- 
ment’s province, Simon is “constantly 
checking all phases of its progress— 
design, copy, illustration.” 

Nabisco’s sales planning and con- 
trol section gives Simon all commodity 
sales information possible so he can 
determine where to market-test the 
product. Consumer testing, which may 
come first, is conducted by the Mar- 
ket Research Department. 

If the product passes its tests, 
Simon gets to work on adding it to 
the line. He establishes a final price, 
again checks profit structure (both 
immediate and long range). He de- 
velops a general marketing plan, ad- 
vertising and promotion budgets, 
promotion price allowances. 

Of extreme importance: He judges 
the timing of the introduction. 


> The Advertising Department is re- 
sponsible for advertising and the Sales 
Division is responsible for presenting 
the products to the trade and asking 
for the orders. But Simon works close- 
ly with them and coordinates their 
efforts. 

All plans are initially approved by 
Simon and the other two departments. 
Final approval comes from SPD Di- 
rector of Marketing G. M. McCoy 
(Simon’s immediate boss) and F. K. 
Montgomery, divisional vice presi- 
dent. 

Prior to Nabisco’s integration of 
Dromedary, sales were handled 
through food brokers. Much of Si- 
mon’s workload since then has been 
in “smoothing out the problems in 
connection with the change from 
brokers to company salesmen.” But 
now he says that the “marketing” 
part of his title is progressively get- 
ting a larger portion of his attention. 

During his Nabisco career Simon 
has covered a lot of ground. In 1928 
he joined the company as a bill clerk. 
Since then he’s been, among other 
things, an office manager, an auditor, 
a special salesman training district 
salesmen, and staff assistant to the 
company vice president for sales. 

When Nabisco bought Dromedary 
in 1954, he joined the subsidiary as a 
“sort of liaison man,” before becoming 
marketing director. 

His career has also caused him to 
cover a lot of real estate. Although he 
is now settled in a Summit, N. J., 
home (an hour from New York City 
via a car pool), he says he and his wife 
have lived in 20 separate dwellings 
on both coasts since they were mar- 
ried 26 years ago. 
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Wheaton offers prompt, dependable service to all 50 states 
by land, sea and air. Alaska by air, Hawaii and many foreign countries 
by sea. For your next moving assignment, call a Wheaton agent. 


W,--747 COAST TO COAST LONG DISTANCE MOVING 
Van Lined Shc. © in the West, call 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


u-prem 


Field work for Fielder. Whether he works i in a gasoline station or 
his C&W office, Tom Fielder’s forte is marketing and merchandis- 
ing. But all our creative, tv and account people are retail-minded, 
too. They work thousands of man-hours a year selling in retail out- 
lets. Result: retail-minded advertising. Cunningham & Walsh Inc., 
New York + Chicago + Detroit + Los Angeles * San Francisco. 


WHY UNITED'S EXTRA CARE 
CAN HELP YOU BOOST CONVENTION ATTENDANCE 


Most important is the fact United 
makes it easy for your members to 
attend — fast, convenient service to 
major convention cities coast to coast 
and to Hawaii. 

Next comes choice of service: lux- 
urious Red Carpet* flights, the most 
glamorous travel in the sky. Or low- 
fare CUSTOM COACH with delicious 
food and “stretch-out” comfort. Also 
regular Air Coach. 

Remember, too, every United Main- 
liner® is radar equipped to assure 


EXTRA CARE AT NO 
46 


your members of a smoother, more 
dependable flight. 


Last, but not least, is United’s per- 
sonalized planning service to help you 
spark even greater attendance. And, 
in case you didn’t know, United’s re- 
served air freight guarantees space 
for shipping all your convention ma- 
terial economically and on time. 

For full details, call United’s near- 
est office. Or write M. M. Mathews, 
Mer. of Convention Sales, United Air 
Lines, 36 S. Wabash, Chicago 3, III. 


Convention route 


of the nation 
AIR LINES 


® 


EXTRA FARE ON UNITED—THE RADAR AIRLINE 
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BUSINESS IS IN SEATTLE 


i: LS PY 


NORTON BUILDING LOGAN BUILDING WASHINGTON BUILDING 


21 STORIES 11 STORIES 22 STORIES 
OPENS SEPTEMBER, 1959 OPENS JUNE, 1959 OPENS EARLY IN 1960 


Other downtown construction totals millions of dollars 


RETAIL SALES: Department store sales up 9% in 1959. © 


IMPORTANT TO YOU: Get your share of this 
tremendous buying power. Place The Seattle Times FIRST 
on your schedule. 


LEADERSHIP: In 1958, advertisers selected THE 
SEATTLE TIMES as their best buy by placing 9,655,352 
more lines of advertising than in the second newspaper. 


The Seattle Cimes 


APRIL 17, 1959 


So Your Product Is Drab? 


Leslie’s is. They sell salt. But see what a new package, in a new 


size, wearing a bright foil dress, did to create fresh interest. 


Leslie Salt Co. has another new 
package. Its objective: to provide 
merchandising leverage for a product 
having little or no inherent promo- 
tional “color.” 

“In spite of improvements in utility 
of salt packaging in recent years,” 
says Ronald W. Murphy, vice presi- 
dent of sales, “salt packages, our own 
included, still remained pretty drab. 
Many people have asked us, “What 
ean you do about a salt package?” 
How can you go about really promot- 
ing salt? People can use only so much 
of it and there isn’t any way to in- 
crease the human consumption of 
salt generally.” 

True enough. But salt has uses 
other than in the kitchen and at the 
table. People use salt in the bathroom, 
for gargling, mouth rinse, brushing 
teeth. Salt is used as a cleansing 
agent for bowls and bottles, for re- 
moving stains, demothing, de-icing. 
One key to wider use—and perhaps a 
bigger share of the market—Leslie 
management believes, was still better 
packaging. “We were not resigned,” 
says Murphy, “to limiting ourselves to 
a package the only uses for which 
were to contain the product during 
distribution and fill other receptacles.” 

This attitude has characterized the 
Leslie management ever since the 


LESLI! 
SALI 


THIS ISIT... 


company introduced the first minia- 
ture salt package many years ago. 
This 2/5-oz. replica of the red-and- 
white 26-0z. package was promoted 
for lunch boxes, for picnics, barbe- 
cues, parties, apartment and other 
uses. Other salt companies picked up 
the idea and its continuing success 
(Leslie miniatures retail for 3 for 10c) 
proved the need for the small size. 

The company, headquartered in 
San Francisco, has been aware for 
years that its regular salt package is 
cumbersome for shaking. “But we did 
not wish to make the mistake many 
manufacturers do,” Murphy points 
out, “of introducing too many changes 
at once.” So, in July, 1955, when Les- 
lie Salt came out with its shaker top, 
it kept the 26-oz. size. This first big 
innovation since the aluminum pour- 
ing spout again was widely adopted 
by others in the industry. 

The new package is a slim, tall, 
12-oz. unit, with three-way (shake- 
pour-fill) plastic top, in brilliant red 
aluminum foil. The label design 
(worked out by the advertising agency, 
Honig-Cooper, Harrington & Miner) 
emphasizes the elongated, slender 
look by placing the lettering (“Leslie 
Salt”) above center, just below the 
only other type matter, “iodized,” or 
“plain.” The lower part of the label 


the package that was “designed to fit a lady's hand.” It sold briskly 


in the test campaign, without cutting into volume on the larger standard size. 
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. . . for the grocer: 


Almost double the profit for 
the same weight of salt. 


Economy in use of shelf space: 
Two units require about 
same space as one unit of 
the old volume package. 


Simplified handling of cases: 
New Units are packed in 
one-layer case weighing 
less than half the weight of 
the 26-0z. package case. 


Simplified price-stamping: One 
layer in case, white tops 
take stamp or grease pencil 
with ease. 


Increased sales turnover by 
reason of smaller size. 


Heightened display value: 
created by bright metallic 
red foil. 


Added convenience: This is the 
first salt package with a 
_ three-way top that shakes, 
pours, or fills. 


Ease of handling because of 
size and proportion, “‘fin- 
ger-tip” control. 


Satisfactory supply: a month’s 
supply in each 12-0z. pack. 


Pleasing appearance: Package 
is attractive enough to use 
at table, or in sight in 
bathroom or kitchen. 
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Are Rising Fleet Cost 


Cutting Your Profits: 


Meet Company President Horace Browning, 
and Sales Manager Fawcett. Their problem 
is a common one today . . . soaring car fleet 
costs that whittle down profits. 


“Cheer up, H.B.,”" declared Fawcett. ‘“‘Let’s 
switch our fleet to Rambler. We'll save 
money on first cost and operating cost. 
Because Rambler has top resale, we'll save 
too. when it’s time to trade or sell.” 


Pe 


Rambler Fleet Sales 


Like individual car buyers, fleet oper- 
ators are switching to Rambler in 
record-breaking numbers. These busi- 
ness men have learned that it is sound 
economics that means important 
savings in first cost and operating costs. 
Many fleet operators report Rambler 
gives 4 to 8 more miles per gallon than 
ordinary cars. And Rambler’s top re- 
sale value means you get more at 
trade-in time. 

For complete information on the 
Rambler Fleet Purchase Plan, mail the 
coupon today. You entail no obligation. 


“These big, gas-thirsty '59 cars siphon off 
profit dollars like a vacuum cleaner,” 
complains President Browning. “They're 
costing us too much to operate.” 


“And our salesmen won't waste time driv- 
ing ‘round the block looking for parking 
spots. Rambler parks in spaces other cars 
have to pass up. Rambler is the one car 
that hasn’t forgotten the fleet owner.” 


COE AE BE 


Fleet Leasing Arrangements 


Are Available... 


If your firm leases fleet units, ask your leasing company 


“What's more, Fawcett, we'll have to build 
an extension to the company garage to 
house these monsters. And our salesmen 
can't fit them into parking spaces.” 


“You've got it, Fawcett!”’, beamed Brown- 
ing. “We'll switch to Rambler like so many 
other fleet operators are doing. Rambler 
savings will make a nice showing on the 
right side of the ledger.” 


Up 268%" 


Fleet Sales, Dept. E 


American Motors Corp. 


14250 Plymouth Road, Detroit 32, Michigan 


Please send your representative to call on us with complete 
information about the Rambler Fleet Plan. We understand this 


entails no obligation on our part. 


FIRM NAME 


for low Rambler rates or write us for the names of leasing 
idl STREET__ 
companies with whom we have working arrangements. 
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ZONE__STATE 


FOR THE EXECUTIVE CONCERNED 
’ WITH THE MOVEMENT AND 
RELOCATION OF PERSONNEL 


Now! move 


with confidence 


Call in your local Atlas Agent to discuss personnel move- 


ment and 
basis ... 


relocation on an_ individual 


and you've taken a giant step forward in relieving 


move or long term 


yourself of one of your more persistent, periodic problems. 


Here's why... 


e The Atlas agent fits himself quickly into your departmental 
methods... from the beginning can relieve you of many details. 


e Atlas service is economical...your cost of transferring families 


goes down. 


e Atlas service is geared to increased customer satisfaction .. . 
your employee morale goes up during a critical period. 


is given glamor with a sprinkling of 
“star dust” suggesting salt crystals. 

The 2 1/16” diameter was arrived 
at after testing many circumferences 
in relation to the size of women’s 
hands. Similarly, various heights and 
weights were tested to arrive at a 
package of ideal convenience for 
kitchen, stove, table and other uses, 
and to provide a reasonable amount 
of salt (approximately one month's 
supply) for the price. (The new pack- 
age retails at about 2 for 25c, while 
the original large package sells for a 
variety of prices, depending on the 
grocer and the location, all the way 
from 2 for 25c up to 2 for 29c.) Cleve- 
land Container Co. worked out the 
three-way plastic top and Pacific Coast 
Foil Co. provides the aluminum foil. 

Market testing began in October, 
1958, in the Los Angeles area and in 
Arizona, and reception by the trade 
and the consumer confirmed manage- 
ment’s belief that its new package 
was highly merchandisable. In Feb- 
ruary, it was launched through most 
of the company’s territory, which cov- 
ers the 12 western states (now includ- 
ing Alaska) and export trade. It is 
sold as a companion item to the regu- 
lar package, displayed as a rule along- 
side it. 
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One of the most interesting facts 
already noted in those markets where 
results have had time to be compiled 
and analyzed is that excellent recep- 
tion of the new package has made no 


LESLIE SALT 


DUMP DISPLAY is one of Leslie’s most 
effective merchandising tools. Back- 
piece has fastened to it a hand made 
of rubber holding an actual package. 


Single-Line 
and Nationwide 
Local...Long-Distance 
Moving ...Storage 


ATLAS 


VAN-LINES, INC. 
General Offices: 
6244 South Ashland, Chicago 36 


appreciable change in the sale of the 
old volume package. 

There are three sound reasons why 
this is so, and why management can 
say that both trade and consumers are 
accepting the new package with en- 
thusiasm: It brings definite advantages 
to the grocer, demonstrable new con- 
venience to the housewife, and it is 
being promoted in a manner to make 
these benefits clear to all concerned. 
(For a list of these values, see panel 
on page 48.) 

Promotion has been intensive and 
colorful. It includes a heavy schedule 
of television, color newspaper space 
and a complete range of in-store sell- 
ing aids. The new package was de- 
signed to be “TV-genic” and has 
proved so in an imaginative series of 
live action and spots. A sizeable addi- 
tional advertising budget was appro- 
priated for the introductory campaign, 
most of which was allocated to 1,000- 
line newspaper space. 

“We will continue to promote the 
package with additional advertising 
and merchandising devices,” Murphy 
says, “for results indicate we are on 
the right track. We would not be sur- 
prised to find that this Finger-Tip Pak 
ultimately will become the accepted 
salt package.” @ 
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Wow! You mean the Muskegon 


Metropolitan Area now has a 
population of 138,000? 


APRIL 


It sure has! It’s the 139th 
largest standard metro 
politan area. And the 


Brice McQuillin Muskegon Chronicle has 
over 90% coverage. 


MUSKEGON 


FINEST SEAWAY PORT 


The U.S. Budget Bureau reports the Muskegon Standard Metropolitan Area 
population as 121,545 in 1950. The conservative figure for today is 138,000. 
Muskegon is also the 7th largest metropolitan area in Michigan. You can best 
reach the people in this growing industrial, shipping and vacation center 
through the 44,000 circulation of The Muskegon Chronicle. 


+7, 
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THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 264 


5.2476 @ Sheldon 
B. Newman, 435 N Michigan Ave., Ch 


1go 11 WWperior 7-468 Brice McQuillin, 785 Market St. 
San Francisco 3, SUtter 1-3401 e@ Wiilliar 26, WOodward 1-0972. 


A Booth Michigan Newspaper 


Sales Management Advertising 


Key to Advertising Pressure Ratings* 


Potential inventory decrease or > 4 Large prospective inventory in- 
no change; even advertising crease; large advertising increase 
maintenance required. required. 


Normal prospective inventory a. Extraordinary prospective inven- 
increase; normal advertising ad- tory increase; extraordinary ad- 
vance required. vertising increase required. 

*Degree of pressure may vary from quarter to quarter. Currently a kd calls for 

even advertising maintenance; yy for a ‘'normal’’ 3% to 5% ad budget increase; 

te for a 5% to 10% increase; 7 for more than 10%. (Specially copyrighted by 


Sales Management.) 


Weathervane 


Key to Industry Size 
Inventory Ratings* 


A—$2 billion and over 

B—$1 billion to $2 billion 
C—$750 million to $1 billion 
D—$500 million to $750 million 
E—$250 million to $500 million 
F—$100 million to $250 million 
G—Under $100 million 


* Size is by value of inventory as of the 
present time. 


HE CHART on these two pages 

is a fast, easy way to determine 
which industries are (or soon will be) 
enlarging their production and_in- 
creasing their inventories, thereby cre- 
ating a probable need for increases in 
advertising budgets. It was designed 
by Sales Management’s consulting 
economist and Future Sales Ratings 
director, Peter B. B. Andrews. This 
new marketing service, developed for 
the use of Sales Management's read- 
ers, will be published six times a 
year. Next one: June 19. 

It is rather common knowledge that 
there has been a great increase in 


this country’s productive capacity and 
potential inventories of goods to sell, 
and its direct significance in specific 
promotional application to the heavy- 
advertising industries of the United 
States is constantly being sought as an 
essential of vital sales planning. 

Sales Management is now filling 
the need for this knowledge with 
an Advertising Weathervane cover- 
ing 48 leading American industries 
and assigning each of them an Adver- 
tising Pressure Rating for the next 
three-months period and the next 12- 
months period. An Inventory Size 

(continued on next page) 


Rating for each of these industries 
also is presented. 

This advertising barometer is de- 
signed to show which way the produc- 
tion and inventory wave is heading 
and the extent that normal or extreme 
increases in advertising may be need- 
ed to move these supplies of goods 
most effectively. The Advertising 
Pressure Ratings are based on the 
comprehensive data available to a 
carefully selected panel of 87 authori- 
ties. Wholly impartial, this Adver- 
tising Pressure Ratings Board of 
Judges include trade analysts and 
economists in the Department of 
Commerce, Census Bureau, Dept. of 
Labor, Federal Reserve Board and 
other Government agencies, as well 
as in the universities, trade associa- 
tions and magazines and individual 
corporations. Ratings are developed 
from the consensus of these experts 
who evaluate and draw conclusions 
from the extensive data available to 
them on inventory totals now and in 
the early future, production capaci- 
ties and expansion projections, poten- 
tial demand and current output, sales 
and new order backlogs. 

Our new feature is an outgrowth 
of the fact that inventories are the 
vital foundation of trade. You can’t 
establish new sales records unless you 


1. Chicago Tribune 

5. St. Louis Globe- Democrat leg 
4. Los Angeles Times . 
5. Miami Herald 

6. New Orleans-Times 


Picayune 


6. Seattle Times 


7. Long Beach Independent 
Cancinnat: Enquirer 
Dallas News 


Atlanta Constitution 


ily and Sunday 


une (Morning & § 


5th 


1. Milwaukee Journal 


Lake 


3. Long Beach Independent 
Press Telegram 

4. Atlanta Journal & Constitution 

5. Dallas Times-Herald 


have more goods to sell, and you 
can’t sell more goods unless inven- 
tories and production are trending up- 
ward. By the same token, the large 
inventories may be normal for rea- 
sonable sales growth or they may be 
excessive currently or prospectively— 
and there is where the new feature 
will be of great help to salesmen and 
advertising executives. We believe 
our readers will find this promotion- 
planning barometer invaluable in re- 
vealing at a glance where production 
capacity and current and prospective 
inventories are getting out of hand 
in relation to advertising budgets; 
where unusual advertising budget 
changes may be necessary to main- 
tain supply equilibrium and momen- 
tum of inventory disposal. 

For example, a glance at the table 
shows an exceptional production and 
inventory buildup coming in air con- 
ditioning, autos, boats and equipment, 
building materials—to mention a few 
that have been given the highest Ad- 
vertising Pressure Ratings. A check 
with the Key shows this rating calls 
for more than a 10% increase in ad- 
vertising budgets to market this large 
wave of goods successfully. 

Importance of each of these indus- 
tries varies, however, and to deter- 
mine the significance of the operation, 


the promotion planner checks the size 
rating. He finds that air conditioning 
is rated F on size, and a glance at the 
key at the top of page 53 shows that 
F signifies an inventory size of $190 
million to $250 million. In similar 
procedure, he finds that he is deal- 
ing with a much larger, $2 billion 
total, in the case of autos, making 
that sales-campaign perspective a 
vastly greater one. 


> Among the lower pressure indus- 
tries, if he is checking the beer in- 
dustry, for example, he finds that an 
inventory of $100 to $250 million is 
not now scheduled to expand greatly. 
The “normal” prospective inventory 
increase there calls for a normal 3 to 
5% ad budget increase to market 
properly all the goods likely to be pro- 
duced in the industry. 

All the Advertising Pressure Ratings 
and Size Ratings are subject to 
change. Future ratings will reflect 
these changes as determined by cun- 
sideration of inventories now and in 
the early future, production capacity 
and expansion plans, output now, sales 
and new order backlogs. The next sur- 
vey of inventory and advertising pres- 
sures will be made for exclusive publi- 
cation in the June 19 issue of Sales 
Management. ® 
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Among all the newspapers of the nation, no matter what 
their circulations and locations, Salt Lake's newspapers rank 
high in ROP Color Advertising Linage for 1958. 
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10 new units of Goss Headliner Press are now in operation 


You can reach 


7. San Diego Tribune 
8. Houston Chronicle 
9. Toronto Telegram 
10. Birmingham News 


to produce finer printing and increase color availabilities. 


-and sell. . the 1% million persons in the 
colorful Intermountain Market with one newspaper buy. 


There’s more to Salt Lake than Salt Lake! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS ww 


Salt Lake Telegram (eveninc) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network 
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The unwary advertiser is often 
tempted to fling himself upon his 
horse and dash madly off in all 
media directions. 

Let’s resist this temptation— 
let’s look at the facts in Canada. 

Weekend Magazine, with its 
French language edition Per- 
spectives, will cover all Canada, 
providing a single, well balanced 
selling structure with strength 
in depth from coast to coast. 

For example, combined edi- 
tions of Weekend have a national 


“He flung himself 


upon his horse 
and dashed madly off 


circulation of 1,700,000—at least 
700,000 more than any other 
magazine in Canada. This cover- 
age of four out of ten of all 
homes in the country equals the 
combined coverage of Life, Look 
and The Saturday Evening Post 
in the U.S.A. 

It is the greatest single maga- 
zine audience ever assembled in 
Canada to which advertisers can 
tell their sales story every week 
in full color or monotone. 

Every year for the past five, 


The biggest single 
selling force in Canada 


te, FPSP 


in all directions” 


Stephen Leacock 


advertisers have invested more 
of their advertising dollars in 
Weekend than in any other maga- 
zine in Canada. In fact, in 1958 
it was 80% more, for a total of 
$8,748,553.00. 

It is logical to assume that 
this continuous, year after year 
top-share investment of advertis- 
ing dollars in Weekend Magazine 
has paid off .. . in the only kind 
of dividends that mean anything 
to advertisers increased 
sales! 


Weekend 


AND ITS FRENCH LANGUAGE EDITION 


Perspectives 


MAGAZINE 
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storage containers, retailing from 20 cents to $4.98. Conspicuously displayed 
silverware and china are hostess premiums, value depending on the volume sold. 


Answers to Your Questions About: 


Party Plan Selling 


You may not have a desire or plan to go into any form of direct 


selling but many of you like to keep abreast of trends. Here 


is a behind-the-scenes look at Stanley, Tupperware, Commercial. 


By GEORGE P. NICHOLAS 


Myrtle Hoag comes to the party 
with a pair of double suitcases. 

Myrtle, the evening’s guest of 
honor, unpacks her demonstration kit, 
placing pencils and fat order pads 
behind the display, and gaily crowns 
her hostess with a cardboard crest. 
To guests she distributes premiums 
such as combs and cookie cutters. 
Blending charm and the softest sell 
in marketing today, she caps off a 
half hour of fun, games, chitchat and 
product demonstration by writing up 
a sheaf of orders. 
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Myrtle is a member of one of the 
world’s relatively few women’s pro- 
fessions. The party planners (over 
90% of party planners are women) 
last year sold $225 million of con- 
sumer goods, about one percent of 
the total direct selling retail bill. 

Myrtle works in northern New 
Jersey, a stronghold of party-plan 
marketing, for Stanley Home Prod- 
ucts, Ine., oldest and biggest of the 
party-plan companies. 

Last year Stanley’s 22,000 “dealers” 
threw some two million parties, sold 


70 million grooming and household 
cleaning aids and gave away even 
more as premiums to 18 million hos- 
tesses and guests. 

Last week executives at Stanley’s 
Westfield, Mass., headquarters put 
finishing touches on label changes and 
catalog translations for the company’s 
entry into the Cuban and Venezuela 
markets. (Stanley now markets in the 
U.S., including Alaska, Hawaii, Can- 
ada, Mexico, Puerto Rico, and is con- 
sidering a European operation.) 

Myrtle’s boss worries little about 
territorial conflicts, quotas or Social 
Security coverage for the sales force. 
The girls are not employes; they at- 
tend sales “assemblies” instead of 
meetings, receive “profit” as earnings. 
They are free to roam and book par- 
ties at will. In most cases they cash 
in their sample cases within a year, 
having earned the fur or washer- 
dryer they were working on. 


» The boss, Charles C. (Mac) Mc- 
Pherson, a big Texan who started out 
as a dealer and went on to become 
vice president for marketing and mer- 
chandising, boasts of the callouses on 
his knuckles. Like other direct sellers, 
party-plan marketers promote from 
within. Stanley sales executives begin 
as dealers and do their share of cold 
prospecting to keep in trim. 

Myrtle intends to remain with Stan- 
ley. In time she may become a unit 
sales leader, taking on the responsi- 
bility of recruiting and training other 
dealers and earning an override on 
their commissions. (Because of high 
personnel turnover, recruitment is one 
of her chief responsibilities.) The rank 
above that is branch sales manager, 
a position that carries commission and 
salary. Next come 28 area managers. 
Above them are seven regional man- 
agers. 

As an average dealer, she makes 
a 40% gross markup on her sales of 
$40-$75 per party three or four times 
a week. Her expenses include the 
premium to the hostess, based on 
the volume of orders and the number 
of parties “dated” among her guests, 
give-aways, catalogs, travel, cost of 
ordering from a local warehouse and 
delivering the lot to the hostess. Net 
comes to about 30%, or some $10-$14 
per party. 

Dealers who work the full week 
dating parties earn much more. They 
hold “club-plan” parties, letting a 
local organization act as host in ex- 
change for a cash or merchandise 
premium. Many ask husbands to at- 
tend, allowing them to prompt their 
wives to order so they boost their 
standing in the male community. For 
a big party a dealer may rent a hall. 
Dealers date breakfast, bridge or 
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Some people are sure to back away from a discussion of baseball or Moliére 
or applejack or contour plowing. But drop the magic word ‘“‘television’’ and 
suddenly everyone has plenty to say. Television is important to most Americans. 
And TV GUIDE is the only national magazine to give full recognition to this 
importance. TV GUIDE reports, interprets, criticizes, previews, guides, analyzes, 
editorializes and occasionally carps—always about television. With gusto and 
objectivity and showmanship. Because it helps readers get more out of tele- 
vision, it helps them get more out of life. That is why every week more than 
7 million families buy and every day some 15 million people read TV GUIDE. 
And why more and more advertisers are discovering that this magazine belongs 
at the top of their schedules. 


7. FSF 


evening parties. They have dated them 
in penthouses, at a governor's home 
(Muskie, now senator from Maine), 
among immigrant groups in the 
mother tongue, among deaf mutes in 
sign language. 

Dealers come to the parties with a 
triple purpose: Besides selling mer- 
chandise, they must date other par- 
ties and bring more dealers into the 
fold 

Advanced dealers have even more 
responsibilities at Tupperware Home 
Parties, Inc. Headquartered in Kis- 
simmee, Fla., near Orlando, Tupper- 
ware is number two in sales among 


party-plan marketers. Its annual sales 
at retail are believed to be near the 
$30-million mark. 

Except for a new line of vinyl bath 
mats, Tupperware’s offerings do not 
compete with Stanley's. Tupperware 
has mostly polyethylene food-stor- 
age-serving containers. Stanley sells 
household cleaning aids and grooming 
items. 

These two, and third-ranking Com- 
mercial Enterprises, Inc., Newark, 
N. Y., are the largest national party- 
plan marketers. Commercial is a 
diversified organization of direct sell- 
ers, five of which market jewelry and 


Just os you get wore in todays Motel 


AAERICAN 


yougetmoresalespowerwith MOOT ZL 


There’s been a big change — motels now outnumber hotels 2 to 1 and 
have also overtaken hotels in dollar volume for room rental. 57,930 motels 


with 1,241,078 rental units serve 114 
more than two billion dollars a year. 


million guests every night and gross 


What's more, the industry is growing at an annual rate of 2,000 new 
motels and 85,000 rental units. Today, the average new motel is twice the 
size of that built five years ago. There is an ever-increasing percentage of 
large luxury establishments, downtown big city motels and national chains. 


The big motels, the top 30 per cent, offer a wide range of services and 


facilities . . 


. and they do 65 per cent of the buying. It is in this concentra- 


tion of buying power that the sales power of American Motel is felt. 


American Motel has the largest circulation of any book in the lodging 
field and is the only book serving the giant new motel & motor-hotel field, 
(as opposed to tourist courts, hotels and resorts.) To get the complete story 
send for these market and media tools: 


@ 1959 Motel Market and Sales Analysis 


@ Motel Distribution Study 


@ Motel Planning and Purchasing Study 


AAAERICAN 


@ Subscriber Buying Power Audit 
@ 1959 Editorial Forecast 
@ Readex Reports 


OTEL © 


MOTOR HOTELS 


MOTOR (NNS - MOTOR ¢ 


Patterson Publishing Co. © 5 South Wabash Ave. © Chicago 3, Ill. 


cosmetics by party plan. The number 
of companies in the business has been 
variously put at 50 to 250. They con- 
centrate on china, silverware, lingerie 
and toy lines, as well as those men- 
tioned above. Stanley is believed to 
account for half the volume. 

Tupperware was founded in 1945 
by Earl S. Tupper, who worked with 
DuPont to bring out polyethylene. 
The company is the distribution sub- 
sidiary of Tupper Corp., maker of the 
line and industrial plastic products. 
At first the products were sold in 
department stores. But not even prod- 
uct demonstrators could get consum- 
ers to “burp” the patented air-tight 
seals in place. By 1952 Tupperware 
converted to the party plan. 

Last September, President Earl 
Tupper sold both companies to Rexall 
Drug Co. Tupperware operates as a 
subsidiary of Rexall, manufacturer of 
the products. Rapidly becoming more 
manufacturer and less retailer, Rexall 
has many plastics facilities. A new 
line of products called “Tuppercraft” 
departs from the polyethylene storage 
containers. Among offerings are vinyl 
mats and shower curtains and poly- 
styrene hampers. None will be sold 
through Rexall stores. 


> With the purchase by Rexall, Earl 
Tupper became board chairman of 
Tupperware and a board member of 
Rexall, and Hamer Wilson, former 
sales vice president, is president. Wil- 
son joined the company when he saw 
the progress his wife was making as 
a dealer. He resigned a management- 
training position at American Air- 
lines to come on as a sales counselor, 
recruiting and training dealers. 

Replacing him as sales vice presi- 
dent is Gary J. McDonald, a red-head- 
ed 28-year-old extrovert who is fond 
of exclaiming at dealer meetings: “If 
it’s ‘tried and true’ it’s tired and trite. 
If it’s great but impossible, let’s see 
how it can be done—and do it!” Mc- 
Donald was a Stanley dealer at 15. 
Except for a hitch in the Marine 
Corps,- he spent his career at party- 
plan selling. 

President Wilson’s experience is 
typical. Many men come into party- 
plan marketing when they find their 
wives progressing or when the girls 
are offered a distributorship with its 
warehousing responsibilities. Few 
girls make the route to the top alone. 

At Stanley, although 90% of the 
dealers are women, only seven of the 
28 area managers are. All seven re- 
gional managers are men. But Stan- 
ley’s president is a woman, Catherine 
L. O'Brien, who was secretary and 
assistant to the late Frank Stanley 
Beveridge, former Fuller Brush sales 
vice president who left after a policy 
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the men who make the 


technical decisions... 


on aircraft, missile, Sieivone 


your men 


have to sell— 


This man might be Project Leader, V.P. of Manufacturing, 
Chief Engineer or Test Engineer . . . you name it. But 
whatever his title he is representative of the technical man- 
agement men who evaluate, specify, direct the purchase of the 
materials, components, equipment, systems that go into high- 
performance aircraft, missiles, spacecraft. These are the men 


who make the aerospace industry’s technical decisions. 


Technical management men are 


tough for your men to reach! 


But, SpAcE/AERONAUTICS reaches these men. . . and more of 
them than any other publication. Only in SpacE/ AERONAUTICS 
do they get the full range of detailed technical information 
they need to keep abreast of developments in their own and 
related technologies. That’s why the editorial and the 
advertising in SPACE/ AERONAUTICS are so well read. We would 


welcome an opportunity to show you the evidence. 


spacey: aeronautics 


a Conover-Mast publication formerly Aviation Age 
205 East 42nd St., New York 17, N.Y. 


hassle and in 1931, at 51, founded the 
company. She had been his secretary 
at Fuller. In 1951, Miss O’Brien be- 
came president and Beveridge chair- 
man of the local board. Beveridge died 
at 76, having done his knocking on 
doors until the end. 

Like Tupperware, Stanley tried to 
market through retailers but found the 
products needed home demonstration. 
By 1941 it converted to party plan. 

From a dead start in its first year 
(The Company was founded in a 
tobacco shed and mixed its chemicals 
in a washing machine.), Stanley last 
year sold $57.4 million, a 7% increase 
over 1957. 


Stecelco 


CUSTOM CASES 


specially designed 
with your 
business.in mind 


% any size 
% any quantity 


% any style 


CHALLENGE US to solve your 
problem. Submit your sales or 
service material, samples or de- 
tails. We'll custom design the 
right case and submit quotations 
—no obligation whatsoever. 


STEIN BROS. MFG. CO. 
1401-17 W. Jackson Blvd. 
Chicago 7, Ill. 


Over 40 years of superior quality 
and experience 


The increase is an indication that 
the marketers are livening up the 
party. Industry sales during the past 
ae years have been sluggish. Be- 
tween 1953 and 1957 Stanley hov- 
ered monotonously about the $53-$58 
million mark. Tupperware, fastest 
growing of the new companies, | is 
believed to have slackened during the 
last two years. There are those who 
contend the party planners had worn 
out their welcome. With population 
soaring, more children, suburban liv- 
ing, downtown parking problems and 
convenience shopping, sales should 
have been rising. 

Certainly the marketers have had 


You Name a... 


Stebco will custom build the 
right ‘‘sales or service tool.”’ 
Made in your choice of Stebco 
exclusive patented TUFIDE (un- 
conditionally guaranteed 5 full 
years) or Quality Top Grain Cow- 
hides. Our staff of designers and 
craftsmen have spent a lifetime 
in creating commercial and in- 
dustrial cases for a wide variety 
of products and needs for many 
of the country's top firms. 


their problems to overcome. In the 
two top companies they have had to 
shift responsibilities as key executives 
left. Within a two year period Bev- 
eridge died and a sales vice president 
retired. Tupperware’s Brownie Wise, 
vice president and general manager, 
who was given full charge and had 
become something of a white god- 
dess, left to join Better Brushes, Inc., 
another party-plan marketer. 

For the first time in its history, 
Stanley brought in an outside man- 
agement consultant: Booz, Allen & 
Hamilton concentrated on marketing 
and made these recommendations: 
Expand market research and product 
research; appoint a market research 
manager, which are being done. 

The companies are regularly bring- 
ing out new products. One that has 
Tupperware excited is a storer-server 
for hors d’oeuvre. Called a Party Su- 
san, it enables housewives to prepare 
snacks before guests arrive. It re- 
ceived such favorable reaction that 
New York Distributor Ethel Schmidt 
refused to sell it. She made it a pre- 
mium; guests had to become hostesses 
to earn it. 

Stanley’s McPherson says the com- 
pany introduces between 18 and 30 
new products a year to its line of 225. 
Although ten of the products account 
for 23% of sales and 30 account for 
47%, products must be changed. Mc- 
Pherson says repeat partygoers de- 
mand new offerings and dealers need 
something to get excited about. 

Stanley is expanding its aerosol 
line and adding products such as a 
Sliver Duster, a long, lean model de- 
signed to reach between the grooves 
of appliances. 


> McPherson pays tribute to the 
woman’s touch. He and other male 
executives saw little future for the 
product; women on the staff did. 
Last year 228,000 Sliver Dusters 
sold for $346,000 at wholesale. Other 
new products include slim-handled 
cleaning brushes and a U-shaped dus- 
ter for furniture legs. Stanley added 
children’s, teenagers’ and men’s prod- 
ucts. 

About 85% of the resale products are 
made by Stanley. It formulates its own 
compounds and fills its aerosol con- 
tainers. The company is a big cus- 
tomer for such products as bottles 
and bristles. Though it farms out 
production of its hairbrushes, it owns 
the molds and buys materials. Prices 
for Stanley and Tupperware products 
range from 20 cents to $4.98. 

While party planners produce their 
own resale products, hostess premiums 
come mostly from outside suppliers. 
Unlike trading stamp redemption 
companies that offer nationally ad- 
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vertised premiums, party-plan mar- 
keters sell the uniqueness of the 
product. Hostesses know the only way 
to get it is to hold a party. 

Both Stanley and Tupperware have 
their own sterling patterns. While 
driving through Ohio, Stanley’s Miss 
O'Brien recognized many of the com- 
pany’s distinctively styled lamps in 
windows. Stanley has its own cutlery 
pattern. Tupperware offers a “Tupper- 
ware Rose” china pattern. 

Stanley, Tupperware and Commer- 
cial have formal club plans, setting 
down rules for dealers who want to 
sell to organizations. Last year Stan- 
ley introduced a plan that gives host- 
esses stamps toward big-ticket pre- 
miums. 

Party planners hold regular dealer 
meetings, attended at dealers’ ex- 
pense. Stanley's are called “Pilgrim- 
ages” and Tupperware’s are “Wish 
Parties.” Both are a mixture of foot- 
ball rally, monster bazaar and old- 
fashioned revival. Tupperware’s meet- 
ings last from 8:30 a.m. until 9 p-m. 
Included on the agenda are such 
ballyhoo events as buried treasure 
chest hunts and surprise Hawaiian 
luaus, as well as inspirational talks 
and new product demonstrations. 

What’s in the future for party plan- 
ners? Stanley’s McPherson says con- 
tinued consumer interest depends en- 
tirely on the marketers. Most agree 
that big-ticket items will not find 
their way into catalogs. Products 
must be carried about by the party 
planners and cannot have too many 
style changes. 


COMING SOON 


Not Just a Guy in Overalls! 


“Put your production man on 
the sales team,” advises Jay 
Simpson, director of sales, Bar- 
rett Division, Allied Chemical 
Corp. 

His reasoning: “The greatest 
salesman in the world will fall 
flat on his face if the quality of 
his product isn’t up to standard.” 
And that’s the job of the produc- 
tion man. Says Simpson: “He can 
make or break a salesman.” 
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The big St. Paul Market really means 
business! 629 million dollars worth a year .. . 
and buying power like that is only one facet in 
the amazing growth of this ever-expanding 3- 

county* market of 516,500 people! 


The financial vitality of prosperous St. Paul 
will get a business-boosting shot in the arm 
with the upcoming construction of two great 
new stores that are destined to make retailing 
history. Dayton’s, Inc., one of the nation’s Top 

Ten, is already in the blueprint stage of the 
greatest store between Chicago and the west 
coast . . . in Downtown St. Paul. And on the 
fringe of the St. Paul loop, Sears will soon break 
ground for still another retailing giant. 


Coupled with the pulling power of these 
two great new stores is the fact that the Minne- 
sota Highway Department is currently mapping 
lans for new super highways that will funnel 

} acess of shoppers— and millions of dol- 
lars — straight into St. Paul. 


All of the facts and figures add up to con- 
stant, surging growth for St. Paul . . . a boom- 
ing market covered by one — and ONLY one — 
newspaper. Virtually untouched by any outside 

newspaper, the St. Paul Market is blanketed 
by the St. Paul Dispatch-Pioneer Press. 


FAMILY COVERAGE 
Ramsey, Dakota & Washington Counties 


sv. ® paut 


jf DISPATCH 


PIONEER PRESS | no". gee amor 


SOURCES: ABC 3-31-58. SM Survey of Buying 
Power 5-10-58 ’ as : 
Newspapers have audited, verified circulation 


Representatives RIDDER-JOHNS, INC. 


New York - Chicago — Detroit —Los Angeles —San Francisco — St. Paul — Minneapolis 


Whether you rely on the power of black-and-white or the impact 
of blazing color... St. Paul belongs on your “A” schedule! 


Weather Data: An Unfilled Need 


You might be surprised at the ways sales executives would use 


a weather service in planning sales. Only 14% of respondents 


to a special Sales Management query now use such a service, 


but 31% say they could. But one subscriber strongly dissents. 


Everyone talks about the weather. 
And some people—notably a good- 
size segment of Sales Management’s 
Sales Leadership Panel—wish some- 
thing could be done about it. 

In a recent questionnaire we put 
some weather questions to the Panel 
ind we got back some surprising as 
well as some interesting answers. 

“Some businessmen can use weather 
predictions in planning sales strategy 
or tactics,” we began. “Does your 
company use any form of weather 
prediction in its marketing work?” 
Only 14% of respondents answered 
“ves” to that one. 


> Then we led with another ques- 
tion: “If you are not now using a 
weather forecasting service, do you 
think you might be interested in such 
forecasts if they were made available 
once a month?” And a startling 31% 
of respondents again said “yes!” 

But there are many potential users 
of weather information who are not 
so obvious as soft drink bottlers or 
patio furniture manufacturers. Says 
R. N. Farquaharson, sales manager, 
W. R. Case & Sons Cutlery Co., Brad- 
ford, Pa.: “I could use a weather fore- 
casting service in planning my own 
itinerary for traveling in the field.” 


62 


By HARRY WOODWARD 


“I'd use forecasts in field bulletins 
to stimulate inventory planning and 
buying and to stimulate the field sales 
force,” says C. L. Brooks, sales man- 
ager, Armstrong Furnace Co., Colum- 
bus, O. And Crown Zellerbach Cor- 
poration’s sales manager, Harold C. 
Kavalaris, San Francisco, feels such 
forecasts could note changes from his- 
torical seasonal volume patterns. 

A manufacturer whose sales are 
strongly influenced by weather is the 
Overhead Door Corp., Hartford City, 
Ind. Its general sales manager, Rich- 
ard D. Tyler, gave us this answer to 
our question: “We could use fore- 
casts as a second check and for fur- 
ther analysis in our sales and installa- 
tion forecasting to determine produc- 
tion requirements.” 

A new member of the Panel, R. J. 
Lusher, president, Signal Chemical 
Manufacturing Co., Inc., Bedford, O., 
is a good weather forecast prospect. 
He says, “Many of our products are 
keyed to seasons and weather condi- 
tions. Since a textile water repellent 
is one of our products, you can see 
what a 30-day forecast of rain, rain 
and more rain, could mean to our 
sales.” T. W. Foley, sales manager, 
Lloyd Bros., Inc., Cincinnati, O., 
agrees. “As a drug manufacturing 


company, seasonable weather trends 
should influence the spread of the ad- 
vertising and promotional dollar.” 

Another drug company sales man- 
ager, John O. Gwin, who bosses vet- 
erinary sales for Armour Pharma- 
ceutical Co., Kankakee, Ill., seconds 
Foley’s motion for weather forecasts. 
“This [forecasts] has possibilities in 
our Veterinary Department. Bad 
weather definitely does cause an in- 
crease in demand for our products.” 

But there’s always a dissenter! 

E. V. Sullivan, sales manager, Fan 
Division, The Lau Blower Co., Day- 
ton, O., is adamant about his own 
lack of need for weather forecasts. 
Listen to him: “Please save your 
money! They've all been wrong for 
the past three years. I admit that 
they average out very well. But they 
can't pinpoint (and I use ‘pinpoint’ 
very loosely) to any degree of ac- 
curacy.” 

Perhaps Sullivan’s attitude explains 
one of Western Union’s few failures. 
Back in 1953 the company made a 
five-year contract with National 
Weather Institute of Los Angeles, 
which supplied W.U. with tailored 
weather forecasts. Western Union 
marketed the reports to subscribers. 
Among them: General Electric Insti- 
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HOW TO GET RID OF RED ANTS 


You can trap them, stomp on them, 
drown them with bug bombs, but 
if they keep coming back for more, 
what do you do? One WJR listener 
wrote to Bud Guest for help (Bud 
has a breezy program “The Sunny 
Side of the Street”’ daily from 8:15 
to 8:30 a.m. on WJR). 


The problem was aired and, within 
a few days, produced a deluge of 
letters from experts on how to get 
rid of red ants. Audience response 
like this is not unusual as Bud 
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Guest is a favorite correspondent 
of listeners in Michigan, Ohio, 
Indianaand Southwestern Ontario. 


Imaginative programming like 
“The Sunny Side of the Street”’ 
and many other live shows carry 
out WJR’s philosophy—live radio 
with adult appeal. And since 
adults are the people with money, 
where can you find a better pipe- 
line to their pockets and purses 
than on a station which talks 
their language? 


Whether your problem is red ants 
or a sales campaign, ask your 
advertising manager, agency or 
Henry I. Christal representative 
for all the facts on WJR, the 
“buying power” station in the 
Detroit-Great Lakes area. 
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tute of Los Angeles, Atlas Chemical 
Corp., The Jantzen Co., Airtemp Di- 
vision, Chrysler Corp. But when the 
five vears were up Western 
didn’t renew its contract. 
Why? “Not enough interest,” says 
a W.U. spokesman. 
But weather forecasting, with the 
advent of radar and the missile age, 
is only 


Union 


beginning to come into its 
own. Within the next few years ex- 
perts believe that weather forecasting 
will become a far more predictable 
science. Some scientists maintain that 
the day is not too far off when we 
can actually weather— 
dumping water on dry areas, moving 
rain on to locations that need it. 
Would you suppose that a motor 
car manufacturer would find weather 
forecasts beneficial? J. H. Brenner, 
assistant general sales manager, The 
Studebaker Division, Studebaker- 
Packard Corp., South Bend., Ind., 
savs he has been a long-time user of 
such information. “We use it for sales 


control our 


estimates by sales zones on a quar- 
terly basis.” One of his company’s big 
selling points is the twin traction 
principle built into all its cars. (Even 
the new Lark uses twin traction.) And 
Studebaker-Packard’s agency, D’arcv 
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Advertising Co., cleverly uses small- 
space ads in newspapers when icy 
road conditions exist or are forecast. 

The Typewriter Division, Royal 
McBee Corp., Port Chester, N. Y., is 
another user of weather forecasts. 
Says W. W. Pennels, vice president: 
“We've used forecasts for the past five 
vears, reviewed them annually and, 
during the last vear, received them 
on a monthly basis.” 


> An obvious place for forecasts is 
the candy industry. H. E. Haggard, 
vice president and sales manager, Im- 
perial Candy Co., Inc., Seattle, says 
his company plans shipments of choco- 
late candy during the summer months 
on the basis of Weather Bureau in- 
formation. “Our task,” he says, “is to 
get chocolate candy to our dealers in 
good condition.” 

But how in the world can weather 
affect a brassiere manufacturer? Maid- 
en Form Brassiere Co., New York 
City, schedules ads if the temperature 
rises or falls to a certain degree point. 
Says the company’s sales manager, 
John Currier: “We use weather fore- 
casts to determine the strapless bra 
season.” Reason: In warm weather 
many women prefer  off-shoulder 


dresses and need a strapless bra in 
order to wear such gowns. 

Macaroni sales are based mainly on 
weather, savs Marvin Pearlman, sales 
manager, Western Globe Products, 
Inc., Los Angeles. So his company 
schedules ads when it rains or snows. 
If he had special weather information, 
savs Pearlman, “I could forecast an 
increase or decrease in sales.” 

John Fairgrieve, sales manager, 
The Nestle Co., Inc., White Plains, 
N. Y., is another sales head who finds 
weather information vital in plan- 
ning his sales. And his company is 
another that schedules some of its 
advertising under special weather 
conditions. But he doesn’t feel the 
need for more specific weather infor- 
mation than his daily newspaper pro- 
vides him. 

Of the 14% of respondents who use 
special weather information data: 

e 41% schedule their ads if the 
temperature rises or falls to a 
certain degree point. 

38% schedule their ads if it rains 
or snows. 

21% schedule their ads under a 
different set of circumstances 
connected with weather. @ 


Commercial Advertising Lineage in The Farmer-Stockman for the 


first two months in 1959—UP 64% over 1958! 
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Business is good in the Southwest! 


More and more advertisers are using The 


Farmer-Stockman to increase their sales 


in this area. 


You, too, can take advantage of this 


opportunity. Call, wire or send your space 


reservations today! 


CIRCULATION 
is up to 
436,476 


paid subscribers, 
also an all-time high! 


armer-Stockman 


OKLAHOMA CITY 


* DALLAS 


J. H. Hunter, Advertising Director 
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Herkimer is now 
“calling the shots” 


Herkimer Halvorsen is now a firm believer in ACB 
Newspaper Research Reports. As head of Halvorsen, 
Inc., he had poo-hooed them for years. 

But when Halvorsen, Inc., became a division of 
Cosmic-Universal, the ACB Retail Store Reports were 
furnished him by the Upper-Management. 

The Boys-In-The-Field who worked for Herkimer 
under the old Halvorsen, Inc., set-up are now frankly 
amazed at Herkimer’s shrewd insight to specific sales 
situations in far corners. 

Last week, the Seattle man got an air-mail from 
Herkimer directing him to visit Eugene, Oregon, and 


RETAIL STORE REPORTS 


Provide accurate check-up of dealer tie-in ad- 
vertising covering your own or competitive 
accounts. A widely-used service for determin- 
ing sales policy and directing salesmen’s efforts. 
Reports can show linage; cost of space; city; 
publication; sales territory; dealer name; 
product and price advertised; mats used; totals 
and percentages. Report accuracy, 95% and up. 
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straighten out that dealership. ‘‘It stinks” tersely com- 
mented Herkimer. 

At the next sales meeting, the Seattle man will find 
out how Herkimer learned of this Oregon situation. 
The ACB Retail Store reports will then be discussed. 

But at present the Seattle man surmises that this 
parent company that took over Halvorsen, Inc., must 
have one of those fabulous UniVacs with hundreds of 
electronic tubes and a built-in radar. Otherwise, how 
could they spot the Eugene situation —so accurately? 

Full information on ACB’s 14 Services in our 48-page 
catalog sent on request, or contact our nearest office. 
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SORCERESS AT WORK: That's Carole Stupell, who grows sales in her fake garden. 


Where in the World Does This Gal 
Get All Those Clever Sales Ideas? 


Carole Stupell, creator of the Zombie glass, the gal who made 


table mats not only respectable but smart, is at it again. This 


time it’s artificial flowers. What makes her showmanship tick? (In- 


cidentally, think of the fun you miss by not competing with her!) 


Carole Stupell, who made a bundle 
by urging America’s fanciest hostesses 
to toss their best china and glass into 
the discard and let her design “cor- 
related” dinnerware and table settings 
at even fancier prices, was comment- 
ing on the mortician’s trade. 

“The funeral business is dead—and 
I'm not being funny.” 

But it is obvious that the business 
is getting a little shaking up with Miss 
Stupell’s newest venture artificial 
flowers. 
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By HARRY WOODWARD 


It was only two years ago that the 
lady who has sold such luminaries 
as the Duchess of Windsor, Mrs. 
Bryar Foy (Thelma Chrysler) Haile 
Selassie, Princess Grace of Monaco 
and the last three dictators of Cuba 
— was being shown through a brand 
new flower manufacturing operation 
in Italy. 

“Beautiful,” said the impressed 
Miss Stupell to the owner. “Who's 
going to sell them for you in the 
U.S.P” 


“I wanted you to tell me that,” re- 
plied the manufacturer. 

“Then I will tell you. I'll sell them.” 

The rest of her European visit was 
half-hearted. She spent her free time 
making little notes to herself on the 
merchandising of artificial flowers. 
For Carole Stupell is, basically, a mer- 
chandising woman. She’s probably 
had more influence on the way your 
dinner table looks than any other 
woman in history. It was she, for in- 
stance, who invented and marketed 
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Of course Im sure. 
I read it 
in Newsweek 


The average Newsweek family income is over twice the 
national average. What’s more, Newsweek readers are 
in positions of community and business leadership... 

‘ where they influence others. In fact seven out of ten 
‘ readers have direct influence on business purchases! 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 


Main Highways 
In Industry 
THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 
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FAST 
FOOD 


630 THIRD AVE. 
NEW YORK 17, N. Y. 


the first round table mats, she who 
made, in fact, table mats not only 
respectable but smart. It was she who 
invented the Zombie glass. (Her first 
Zombie glasses were actually tall bud 
vases.) She has run expensive Carole 
Stupell stores in Southampton, L.L., 
New York City, Atlantic City, Wash- 
ington, D.C. ; 

Her artificial flowers, called “Duma 
Fiori” (Fiori means flowers in Ital- 
ian.), have been given the typical off- 
beat Stupell merchandising treatment. 
They are blooming as a consequence. 


> For from the beginning Miss Stu- 
yell recognized that she'd have to 
lick several merchandising problems 
if the Duma Fiori line was to succeed. 
There was the prejudice of sophisti- 
cated women against artificial flowers 
—hangover from the days of the gaudy 
crepe paper flowers that yelled 
“fake,” and, later, the wax ones that 
melted. She immediately began to 
promote—through service magazines 
and women’s pages of newspapers— 
the fact that the Stupell flowers are 
made of polyethylene, are virtually 
indestructible, can be easily washed 
with soap and water, have endless 
arrangement possibilities. She went 
on television programs and demon- 
strated flexibility of these flowers— 
how they can, by manipulation, simu- 
late half-opened buds or full-bloomed 
flowers. 

And she immediately began to look 
for new markets. Some of them were 
so obvious she still can’t understand 


how other manufacturers ever passed 
them up. Among them... 


funeral directors 
caterers 

display specialists 
furniture stores 
hotels 


Take the funeral directors: Miss 
Stupell’s sales manager, Max Shore, 
planned his strategy to sell Duma 
Fiori flower sprays for caskets to a 
few individual funeral directors or 
cemetaries. Then distributor contacts 
promoted these individual successes. 
Success stories and advertisements in 
the business press covering the funeral 
market planted the seed. Funeral di- 
rectors were urged to write direct to 
Carole Stupell for a catalog but to en- 
close the name of the distributor with 
whom they preferred to deal. 


> Distributor mailings promoted the 
trade ads, and follow-up mailings re- 
ported queries from distributors’ own 
customers. By then Shore had this 
segment of his market cracked. He 
regularized his distributor arrange- 
ments, laid plans for necessary expan- 
sion of distributor channels and was 
ready to move on to the next seem- 
ingly unrelated industry. 

Carole Stupell’s success with funeral 
directors was, she insists, due to one 
fact: She taught this slow-to-promote 
business a lesson in how to earn good 
will for itself—at no cost. Since al- 
most every funeral is a “package” 


HOW TO FOOL a bee: Easy. Just display this tempting arrangement of Duma Fiori. 
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...and, night after night, this newspaper has the highest 
flying evening circulation in Western America! For higher- 
flying sales, make sure your advertising flies with it. 


Largest evening circulation in the 
West’s biggest and best market! 
Represented nationally by - 


Moloney, Regan & Schmitt, Inc. 


deal, where the mortician includes 
limousines, flowers, chairs and casket 
at a fixed price, Shore pointed out the 
enormous adyantage to the mortician 
of including “at no cost” a spray of 
beautiful Duma Fiori to grace the 
casket. The added touch on the morti- 
cian’s part, what is referred to in the 
trade as “the whammy”, is this: The 
spray goes to the cemetery, since it is 
almost impervious to the elements. 
When the family visits the lot weeks 
later they will find flowers, not raw 
earth 

Cemeteries with flower shops were 


another obvious target. Shore admits 
he expected sales resistance here. For 
the sprays are a one-shot sale item. 
But Duma Fiori have sold extremely 
well to such outlets. The profit margin 
is good and cemeteries found that peo- 
ple used the sprays only when they 
wouldn’t be buying fresh flowers. 
These flowers aren't cheap. They 
cost a lot more than real ones. But 
they last almost forever and they 
smell nearly as nice as the ones flor- 
ists grow in hot houses. To — 
the illusion Miss Stupell has perfume 
added to the raw plastic. Each posy 


” 


: 
Primary : 
Metal Textile Mili 
industries Products 


? 


: 
Chemicals 
and Allied 
Products 


? 


* 
Leather 

Products ? papet 
& a\\ved 


Rupoer product® 


Products 


Furniture 
& Fixtures 


are you 
puzzled about 
“upturn” markets ? 


ou 
ay 


. 
Professiona 
& Scientific 
Misc Instruments 


Industries 


you get the answer with N.E.D. 


Here's why 


N.E.D. puts your product advertising “‘on target” with 


today’s most active industrial markets. Wherever buying activity is 
on the upswing now among over 43,000 best-rated plants in all major 
industries, N.E.D. advertisers find out month by month who and 
where their best sales prospects are. That's because N.E.D. goes 
directly to the verified men responsible for selecting and buying 
equipment and supplies for their companies. To get a line of products 
they want and are ready to buy now, these key men scan N.E.D. in 
preference to hunting through numerous other sources, They act... 
and this N.E.D. reader response is helping advertisers to apply 
personal selling where it pays off best in orders. Never before have 
N.E.D. reader interest and action been so great. Now, more than 
ever, N.E.D. is your best product advertising investment. 


View 


S/QUIPMENT 
GEST 


GD 


BPA 


Q PENTON | Publication, Penton Bidg, Cleveland 13, Ohio 


NOW OVER 81,000 COPIES (Total Distribution) IN OVER 43,000 INDUSTRIAL PLANTS 


A FINE ARRANGEMENT of sales. That’s 
Max Shore, sales manager for Duma 
Fiori flowers .. . 


smells as it would if God rather than 
man had fashioned it. 

The flowers arrive in this country 
in huge packing crates. When one of 
the crates is pried open the first and 
obvious thing one notices is the al- 
most overpowering aroma—a blending 
of all the odors of a flower shop. The 
next thing one takes in is a shocker. 
These flowers look as if they've been 
run over by a truck. They have been 
almost pounded into their cramped 
containers. To the eye of the layman, 
they're beyond repair. But the people 
at Stupell’s love to yank out a huge, 
flat bunch of the flowers, pull them 
through the fingers, shake them once 
or twice and watch the expressions as 
these tortured flowers seem to stretch 
and grow. Seconds after they’ve been 
removed they're ready for the win- 
dows of the Stupell salon on East 
57th Street. 


> One of Miss Stupell’s tough-to-sell 
categories was, of all things, display 
houses. These firms often have hun- 
dreds of stores as accounts for win- 
dow displays that must be smart and 
eye-catching. But there aren’t any 
more penny-conscious people in the 
business world than these. Their aim 
is always for effect. And they felt 
they could get the effect from cheap 
paper flowers. Shore cracked these 
tough nuts by selling them two 
points: durability and economy. He 
first pulled the old uncrated packing 
box trick to prove that Duma Fiori 
can stand any amount of inhuman 
treatment. This, he hammered home, 
means that the flowers can be used 
over and over again and still look 
fresh and real. 

But Shore wasn’t neglecting what 
was and is the biggest segment of 
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Families in the WKY-TV coverage area 


buy 70% of all the food products sold 
in Oklahoma. 


(More people are sold on WKY-TV.) 


The WKY Television Systern, Inc 
WKY Radio, Oklahoma City 
WTVT, Tampe-St. Petersburg, Fla, 


: WSFA-TV, Montgomery, Ala. 
Oklahoma City NBC Channel 4 


Represented by the Katz Agency 


the Duma Fiori market. The house- 
wife perhaps will always be Miss Stu- 
pell’s best customer. To sell more of 
them, particularly the style-conscious 
segment that would have to be the 
buyers of Duma Fiori if the line was 
to succeed, was a task that delighted 
the very professional Carole Stupell. 
She likes to think she can oieliey 
dise “anything to anyone—within 
limitations.” And her experience had 
taught her that a good merchandiser 
must constantly invent new reasons 
for people to buy things. 

Because her feedlines to the wo- 
men’s press had been long established, 


she soon began to plant her Duma 
Fiori in some productive soil: 


¢ To the fashion editor of a wo- 
man’s magazine, looking for vacation 
issue material, she suggested pinning 
Duma Fiori to bathing suits. “Water 
won't hurt them, sand washes off.” 


¢ To a well known national colum- 
nist, writing a feature on table setting, 
she provided photographs of table ar- 
rangements of Duma Fiori, with the 
suggestion that smart hostesses re- 
move one or two petals from the arti- 
ficial roses and lay them on the table. 
“The implication is, of course, that 
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the flowers are not artificial but are 
real.” 

© To the funeral directors, she sug- 
gested inserting a few real flowers 
with the Duma Fiori sprays. “Infer- 
ence: If one flower is obviously dying 
people will assume all the flowers are 
real,” 

e To an interior decorator, whose 
rooms are featured in most of the 
home service magazines, she suggested 
stringing tiny Duma Fiori roses on 
cords for drapery tie-backs. 

Miss Stupell maintains that you 
have to feel her flowers to learn 
they're not real. And recently, in a 
handsome new restaurant off Park 
Avenue, she was caught by the owner 

inching a large maiden hair fern. 

“It’s a fake,” he said. Then as if to 
impress her, he added, “By Carole 
Stupell.” 

“I know,” she said shyly. “I'm Car- 
ole Stupell.” 

The poor man looked so abashed 
that she added: “But I didn’t know 
it was mine until I squeezed it.” 


p> Shore’s sales force is small. What it 
does is act as liaison between head- 
quarters and the national distributors 
and to sell directly where distributors 
aren't available. Shore inspires “the 
boys” to ride herd over themselves, no 
matter where they are or how little 
he knows about the territory. Re- 
cently he hypoed his sales in the Mid- 
dle West by a device you might like 
to borrow. He got out his copy of 
Dun and Bradstreet and drew a red 
ring around every important prospect 
in the area. Then he drew a blue ring 
over the red ring in each case where 
the prospect had been visited within 
a reasonable period. 

“In 95% of cases,” he says, “all I 
had to do was to show this map to the 
slipping salesman and tell him that 
I'd be glad to cover all those glaring 
red rings with blue if he’d get busv 
and call on the un-tapped prospects.” 

This routine has usually shown a 
minimum of a 35% increase in dealer- 
ships within a four-months’ period. 

Now he’s going all-out for another 
source of sales never tackled by arti- 
ficial flower manufacturers: premiums. 
The little pots of geraniums, easily 
compressed into a flat package to fa- 
cilitate mailing, are perfect for such 
a promotion. 

And, believes Shore, there are 
other premium uses which can be de- 
veloped in other fields. Packaging of 
a flower with a garment at the point 
of manufacture—sweaters, lingerie and 
the like. The use of smaller quantities 
of flowers to be used in publicity and 
“house” promotion. And he is about 
to go to work on the direct selling 
field such as Avon Products, Stanley 
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In the New York metropolitan area there 
are 2,860,000 households owning 3,320,000 
private cars. Of these, 1,770,000 households 


bought cars new—62%, far above US average! 


This item is one of the significant facts found in 
the new Profile of the Millions—2nd Edition. There 
is also new data on car ownership by price class, 
model, make, new and used; compiled with 
newspaper readership, showing the exact share of 


the market each New York City newspaper holds. 


The News reaches more new car buyers than 
any other newspaper—gives you best coverage 


in the best automobile market! 


Profile can give better direction to your 
metropolitan marketing program, save time and 
effort. Call any New York News office. 


The Daily News has 1,860,000 adult readers 
in new car owning households 


70,000 more than all other morning papers combined 
360,000 more than all evening papers combined 
1,100,000 more than the Mirror 
1,220,000 more than the Times 
1,250,000 more than the Journal-American 
1,340,000 more than the World-Telegram & Sun 
1,470,000 more than the Herald Tribune 


1,490,000 more than the Post 


Source: Profile of the Millions—2nd Edition 
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Home Products, Fuller Brush. He 
thinks Duma Fiori are a natural for 
these giants to use as premiums. A 
gift of a single lovely flower, he feels, 
will keep a lot of doors open. 
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and Stupell has an idea that has paid 
off. Miss Stupell designed a_high- 
style mannequin (cost to her, $150) 
T a is T t T without a head. She'll lend these man- 
nequins to the stores, provide specific 
instructions for making a striking dis- 
at low cost play featuring the mannequin with 

Duma Fiori in place of a head. 
Using such techniques and the 
luster of her name, she’s gotten as 
A new product or campaign can be accounts such top-drawer stores as I. 
. - Magnin, W & J Sloane, Marshall 
tested in Troy at exceptionally low Field, John Wanamaker, Burdine’s. 
Yet she’s tapped the mass chains, 
too. Gimbel’s, Fedway Stores, Or- 
bach’s, Kresge’s—all are good Duma 

° ° Fiori customers. 

’ City Zone population of 36, (This is rather like selling Cadillacs 
400 is representative of large in the A & P. But if the thought has 
occurred to, say, Magnin or Kresge’s, 

markets. they haven’t expressed it aloud.) 


Miss Stupell has been getting her 

° . line on TV programs all over the 

Household income is $6,501. country by the simple expedient of 

| doing all the work for the program di- 

. rectors. She mailed to every TV out- 

City Zone newspaper cover- let in the nation a release giving de- 

° ° | tails of a package devoted to the art 

age Is 97 /o- | of flower arranging and featuring an 

original creation by her. If the station 

+e we liked the idea of using the package on 

Free merchandising assist a women’s program, it had simply to 

ance | mail the attached card back to Stupell. 
Here’s what such stations got: 
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cost because: 


UMMM!’ 


. e An original spring floral arrange- 
. Low rate of 22 cents per line. ment of Duma Fiori flowers. 


e Additional props to demonstrate 
polyethylene as the newest medium 
used in making synthetic flowers. 

Write now on how e An instruction sheet with easy 
directions for making the floral ar- 

we can help you. rangements—plus tips on arranging 
flowers. 


e Script material containing help- 
ful hints on decorating with flowers 
in the home. 
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And the darnedest people discover 
Miss Stupell’s Duma Fiori. She got a 
tremendous charge recently when the 


salty captain of a Moore-McCormack 
TH ‘a RECO RD N EWS PAP ERS luxury liner asked her to run him up 
“something really special.” Seems he’s 
the particular type. He maintained 
that the real flowers, kept under re- 
TROY, N. Y. frigeration, that graced his table had 
an unhealthy look. He wanted flowers 

that looked “more natural.” 
Circ. 47,249 ROP Color He got them, too. Artificial. And 
each and every one looking fresher 

than fresh. 
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Visit this editorial office 


You may have seen other editorial offices. Did they 
look anything like this? And yet this is one of the 
most important editorial offices in America: asection 
of the block-long Good Housekeeping Institute. 

In the foreground, a home economist is about 
to begin tests on a washer. Beyond her, two staff 
members are checking recipes. Other experts are 
thoughtfully exploring new editorial ideas that will 
stimulate our 12,350,000 readers. 

All very calm—and convincing. Especially if 


you sell food, or appliances, or soap, or household 


Fs 


PHOTOGRAPHED IN THE GOOD HOUSEKEEPING INSTITUTE 


supplies, or a score of other products. None of our 
editors wears a funny hat, or sequins (except after 
hours!). All of them are authorities in their fields, 
dedicated to the simple proposition that Good 
Housekeeping is, must continue to be, the Number 
One magazine for women in America today. 
Because of their skill and devotion, 40,9 30,000* 
women are influenced by the Guaranty Seal that 
is our written pledge. If you would like a fresh 
approach on selling your product, we suggest you 


visit with these editors, soon.  *Cross/ey, S-D Surveys, Inc. 


Soe . a - “0, 
* Guaranteed by % 


Good Housekeeping 
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A Real Test of Your Leadership Ability: 


How to Handle the Problem Salesman 


The biggest undeveloped sales re- 
source your company has is probably 
on the payroll right now. You ve prob- 
ably tried more than once to build 
him up, and may already have written 
him off as not worth the effort it 
seems to take. He is the salesman 
with the run-of-the-mill sales record 

the one who, for one reason or an- 
other, just about pays his own way. 

It may be worth taking a fresh look 
at him, though, because he could be 
worth his weight in gold. Too often 
such a man is left to wither on the 
vine. Many of them have plenty of 
potential, but are blocked from using 
more than a fraction of it. 

An alert manager may very well 
be able to figure out, and correct, the 
underlying roadblocks. In fact, top 
sales managers are already doing pre- 
cisely that: They know that “prob- 
lem” salesmen require an individual 
approach geared to their own par- 
ticular needs. 

Let’s take a look at five successfully 
handled cases of “problem” salesmen, 
and see why the manager’s strategy 
worked in each case: 


The Man with the Built-in Guillotine: 
This was a hard-working but timid 
fellow whose morale took a nose-dive 
every time he was criticized for a mis- 
take. For several davs after each 
critique, he would continually tele- 
phone his manager after almost every 
call to ask for detailed advice on 
what to do next. By the time he got 
himself back on an even keel he had 
lost time and money aplenty. Among 
his previous emplovers he had a repu- 
tation for being a man who “just 
couldn't tolerate criticism.” 

But his manager felt that this was 
too glib an explanation to fit the facts. 
He suspected that the phone calls 
were not for advice at all, but were 
simply the salesman’s roundabout way 
of trying to find out how his manager 
felt about him. What was really 
bothering the salesman, he suspected, 
was this: He had convinced himself 
that each mistake was the last straw, 
and that this time he would be fired 

It sounded childish, but the man- 
ager decided to confront the salesman 
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By SAUL W. GELLERMAN, Ph.D. 


Director, Fsychological Services 
The Personnel Laboratory, Inc. 


with it anyway, just to see what hap- 
pened. Next time he got one of the 
anxious calls he interrupted the sales- 
man quite suddenly and said, “Look, 
Joe, you're not going to be fired.” 
After a moment of silence, the sales- 
man asked, “Do you really mean it?” 
The manager replied, “That’s right. 
I'll always let you know where you 
stand with me. If you're ever in dan- 
ger, I'll tell you.” 

It took several such reassurances 
over the next few days to set the 
salesman’s mind at ease. Then the 
calls became less frequent. They 
never disappeared altogether, but 
whenever they recurred the manager 
patiently repeated: “Your job isn’t in 
danger. If it ever is, I'll tell you.” 
The salesman’s production record 
gradually lost its erratic ups and 
downs and leveled off on a_ high 
plateau. 


Analysis: This salesman’s respect for 
“authority figures” bordered on dread. 
He could only feel safe when his 
supervisor was obviously on his side. 
Having sensed this, the manager sim- 
ply put himself on the salesman’s 


“side” — and this simple maneuver 
made all the difference in the world. 


The Wine, Women and Song Type: 
This was an aggressive but rather ir- 
responsible salesman who racked up 
an amazing sales record, but kept 
getting the company into hot water. 
He made wild promises, ignored reg- 
ulations and overlooked important de- 
tails. Since he was a bit of a rake, 
he frequently got himself into trou- 
bles of a different kind, as well. 

In a word, the company couldn't 
get along with him or without him. 
Most of his managers simply left him 
alone and kept their fingers crossed. 
He needed no help in selling. The 
problem was to keep him on the road 
and out of jail — and other places 
where salesmen don't sell. 

His manager, convinced that there 
must be some solution, analyzed the 
problem and came up with a radical 
answer, one that would either “kill or 
cure.” He called in the salesman and 
told him that he deserved a rest, so 
the company would send him on an 
expense-paid vacation to Mexico. 
Naturally, the salesman thought that 


Man Behind the Analyses 
The Personnel Laboratory, Inc., 
1 Park Ave., New York City, is 


14 years old. Saul W. Gellerman, 
who is its director of psychologi- 
cal services, joined former news- 
paperman King Whitney’s firm 
three years. Gellerman, too, is an 
ex-Fourth Estater. He started at 
the University of Missouri, took 
a course in psychology, found it 
“too fascinating to leave.” 

Gellerman joined an_ Illinois 
state hospital as a psychologist, 
stayed there until Uncle Sam com- 
missioned him as a clinical psy- 
chologist in the Medical Service 
Corps in the Korean War, but he 
served in Germany. His Ph.D. is 
from the University of Pennsyl- 
vania. This fall McGraw-Hill Book 
Co. will publish his book on busi- 
ness psychology. 
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How to open eyes by 


Sales volume grows vigorously when 
you gain the attention of the millions 
of heavy-spending consumers who 
make First 3 Markets Group maga- 
zines their regular weekly reading 
habit. 


By concentrating a sizeable part of 


your advertising effort on the FIRST 
3 markets of New York, Chicago and 
Philadelphia — markets which ac- 


count for about 1/6 of Drug sales, 
1/5 of Food sales, 1/5 of Furniture & 
Furnishings sales, and more than 1/4 
of total U.S. Apparel sales— you can 
open eyes and stimulate sales by the 
millions at low FIRST 3 rates. 

In these outstanding urban sales 
centers the family coverage of Gen- 
eral Magazines, Syndicated Sunday 
Supplements, Radio and TV thins 


THE GROUP WITH THE SUNDAY PUNCH 


the millions 


out. Only FIRST 3 MARKETS 
GROUP delivers a saturating 62°; 
family coverage of these 3 huge city 
and suburban markets where 18°; of 
total U. S. Retail sales are made. To 
make your advertising sell more 
where more is sold .. . it’s FIRST 
3 FIRST! 
Circulation nearly 6,000,000. 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ““Today’’ Magazine 


ROTOGRAVURE + COLORGRAVURE 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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was a fine idea. After two uproarious 
weeks he reported back, beaming 
contentedly. The manager listened to 
him for a while and then said, “Well, 
I'm glad you had such a good time, 
because you're fired. Now get the 
hell out of here, and stay out.” 

Next day he found the still-dumb- 
founded salesman in one of his favor- 
ite haunts, brought him back to the 

ffice and read him the riot act. He 
told him he could have plenty of 
high-living vacations—out of range of 
the company’s customers—if he kept 
his nose clean while on the job. But 
he would be summarily and perma- 


No problem | 
making a 
media 

decision in 
Columbus, 


Ohio 


nently let go if he didn’t. The sales- 
man agreed to straighten out and, 
except for a few forgivable slip-ups, 
has done just that. 


Analysis: For all his high-powered 
salesmanship, this was a very im- 
mature man. He lived only for his 
pleasures, and feared only being un- 
able to enjoy them. Wine, women and 
song were, so to speak, his “lollipop,” 
and his commissions provided the all- 
important “pennies” with which to 
buy them. The manager, in effect, 
gave him a clear-cut choice between 
having the lollipop or losing the pen- 
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... there IS no other medium 
that delivers the market like the 


COLUMBUS DISPATCH 


It's @ straight matter of figures... The DISPATCH is head 
and shoulders above any other medium on any yardstick. 
On a straight circulation basis, The DISPATCH is a better 
than two-to-one choice. On a cost per thousand basis, the 


same spread exists. 


And, there's no question about the choice of Columbus in 


any schedule. 


Marketing men have 


long recognized 


Columbus’ position as the Midwest's No. | test market. 


THE “TOTAL SELLING" MEDIUM IS THE 


DAILY NEWSPAPER 


Representatives: 
O'Mara & Ormsbee, Inc. 


Optional 
combination 
rate with the 
morning Ohio 
State Journal 
ow available 


Write today for the new DIS- 
PATCH CONSUMER ANALYSIS 
Vital facts and figures on brand 
preference and buying habits in 
Columbus 


Che Columbus Dispatch 


Ohio's Greatest Home Newspaper 


nies, whereas previously he had never 
had to fear for either. 


The Walking Textbook: This young 
man acted as if he knew all the an- 
swers about how to sell his product, 
but so far as his record was con- 
cerned he was nearly all talk and no 
action. Other salesmen felt he was 
just a phony, but his supervisor knew 
that this man was actually every bit 
as well-informed as he acted. The 
problem was that he froze up in a 
buyer’s office and was unable to use 
the information he bandied about so 
familiarly back at the home office. 
To make matters worse, the more 
dismal his own production became 
the more insistent would he become 
when telling the other men what thev 
were doing wrong. 

His manager felt that the sales- 
man’s seemingly pompous attitude 
concealed a clue, and he made a 
shrewd guess as to what it was. He 
reasoned that the salesman was con- 
tinually trying to impress other sales- 
men with his knowledge because, in 
his own mind, he actually felt rather 
ignorant. Acting on this hunch, he 
began to accompany the salesman 
every time he called on an account 
he hadn't sold yet. In fact, he went 
with him three or four times to each 
of them, making sure the ice was 
broken socially, but carefully refer- 
ring all technical questions to the 
salesman. As soon as there was enough 
familiarity built up for the salesman 
to feel relaxed, he stopped accom- 
panying him to that account. After a 
year or so this kind of “running inter- 
ference” became unnecessary. As the 
salesman started to produce, he had 
less to say about the other men. 


Analysis: This man had accumu- 
lated his vast store of information be- 
cause he feared he was too weak a 
person to be able to sell without it. 
But when his knowledge was ques- 
tioned by a customer, his confidence 
failed him and he clammed up. 
Naively, he “advised” the other sales- 
men in the hope that they would 
respond by encouraging him. The 
manager's moral support carried him 
over the difficult initial stages when 
he was most afraid of being made to 
prove how much he really knew. 


The Hot-Tempered Prima Donna: 
This was an outstanding salesman 
who had one fault that had proved 
fatal on several previous jobs: His 
temper had a short fuse, and he had 
told off more than one buyer who had 
hurt his pride. Shortly after he began 
to work for his present manager he 
encountered a jobber who liked to 
put salesmen through a miniature 
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Mame, returs It to amy Doubleday Book Shop for any $7.90 worth of books 
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1959 


THIS 
AD 


placed by Doubleday Book Shops, 

New York, for “Around the World 

With Auntie Mame,” appeared as a full page 
in The New York Times. “It brought home 
to us, once again, the impact of advertising 
effectiveness of The Times,” says 
Doubleday’s general manager, George Hecht. 


_ PRODUCED 
THIS 
RESULT 


“Not only did we enjoy a rush of walk-in 
sales, particularly in our Pennsylvania and 
Grand Central Terminal shops, but 

coupon returns were surprisingly good 
Our shops all over the city, in Garden City 
and Manhassett, as well as shops 

out of town all showed a marked rise in 
business, not only on the advertised title, 
but in additional impulse sales.” 

Here is another example why today, 


as always, it pays to advertise 


IN THE 
NEW YORK 


TIMES 


first in advertising in the world's first market 


The dijjerens gift care 


Personalized 
EXECUTIVE JEWELRY 


Looking for an unusual award or incen- 
tive . . . meeting identification . . . busi- 
ness gift? Here’s what you’ve been looking 
for—distinctive jewelry, deep-etched in 
gleaming metal, with colors faithfully re- 
produced, Tell us what you want—send 
us a calling card, signature, trademark or 
company logo—our experts will do the 
rest, and create unusual cuff links, tie 
bars or money clips for you, with even 
the colors matched! You'll be in top com- 
pany when you use Future House acces- 

. scores of other national firms 
have found important uses for this person- 
alized Executive Jewelry! 


STATION 


a 


.. . $11.50 plus tax 
8.00 plus tax 
8.50 plus tax 


Calling Card Cuff Links. .. 
Big BOPS cece vec. 
Money Clips .. 


(Postpaid) 
Write for Discounts and Literature 


SPECIAL OFFER 
to Sales Management 
Subscribers! 


Order a sample set of Cuff Links for 
yourself at the special price of $7.50, 
tax included. Be sure to mention Sales 
Management when you order. Accom- 
pany order with your card, or your 
signature in black ink on white paper. 


Future House, originators of 
“Calling Card Cuff Links,”’ 
uarantees their products 
, ina for materials and 
craftsmanship. 


future house, inc. 


_ 1015 West Broadway 


third-degree of sarcasm and _ petty 
complaints before placing an order. 
With some difficulty, the salesman 
kept a grip on himself for four or five 
visits, since this jobber was the big- 
gest account he had. Finally he called 
his manager and said that he might 
as well resign now, because next 


_ time he would undoubtedly tell the 


jobber exactly how he felt about him. 

The manager calmed him down 
and promised to go with him the next 
time he called on the account. On 
the appointed day they walked in 
together, and the jobber, having a 
double audience to play to, went into 
his routine with greater than usual 
gusto. After a few minutes the man- 
ager suddenly rose and said, “Come 
on, Bill, close your order book and 
let’s get out of here. We're closing 
this guy out.” 

“But you can’t do that!” sputtered 
the jobber. 

“Oh, can’t IP Look, Mac, no matter 
how much business you account for, 
it’s not worth having my best sales- 
man abused every time he comes 
here. I'd rather have you upset my 
competitor’s salesmen, if that’s the 
way you want to do business.” And 
out they walked. 

A few days later the salesman got 
a long, effusive letter of apology from 
the jobber, and the account was re- 


established on a considerably more 
courteous basis. More important, the 
salesman now feels such an unshaka- 
ble loyalty to his manager that he has 
pretty well licked his temper prob- 
lem, and for the first time in his ca- 
reer has become a long-term employe. 


Analysis: Sarcasm is, of course, cal- 
culated to strip away one’s dignity, 
and this man was particularly vul- 
nerable to sarcasm because he was 
always fighting against a fear that 
people would think of him as a mere 
unimportant nobody. This led to his 
exaggerated pride, and it made him 
eternally grateful to a manager who 
would value that pride more than 
money. 


The Man Who Sold Himself Short: 
This man worked harder and longer, 
for less actual sales volume, than any- 
one else in his company. He volun- 
tarily took on a heavy load of detail 
and merchandising chores that were 
not really part of his job, and gen- 
erally managed to spend far more 
time in servicing old accounts than in 
selling them or opening new ones. He 
never complained, and at times actu- 
ally commented that his modest sales 
record was better than he deserved. 

This man’s manager was convinced 
that he could do an excellent job if 


“Hey, this new vice president is an artist!” 
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only he could be persuaded to stop 
acting like a missionary. But that was 
easier said than done. One day he 
hit upon this strategem: He began 
to gradually reassign accounts until 
this salesman was saddled with nearly 
all of the company’s “headache” ac- 
counts, the tough ones that had 
always demanded a great deal more 
work than their orders justified. At 
first the salesman was characteristically 
uncomplaining, and seemed to think 
that it was only fair that he should 
carry the extra burdens. 

But in a few months some of these 
accounts began to soften under his 
mild but persistent devotion to them, 
and as he began to sell he began to 
develop a new firmness and confi- 
dence. Gradually he saw that he was 
working harder than anyone else and, 
by the same token, that he was prob- 
ably more deserving of his commis- 
sions than anyone else. “Headache” 
accounts and all, he kept on picking 
up steam until he ranked consistently 
among the company’s top producers. 


Analysis: This man felt a deep inner 
conviction that he was “undeserving,” 
so that to enjoy the rewards that go 
with a top sales record would, in a 
sense, have been an injustice. His 
slavish attitude toward his customers 
was, at first, ideally suited to the 
kinds of accounts that were dumped 
in his lap. Yet he had to put in such 
an effort with them that the truth 
gradually became too obvious to ig- 
nore any longer. Far from being un- 
deserving, he was perhaps the most 
deserving man in the company. Once 
he had worked his way through the 
unreality of his feelings, he was on 
the way to realizing his full potential. 

Obviously, these various “solutions” 
could not be applied indiscriminately. 
They worked in each case because 
they were fitted to the specific needs 
of the individuals involved. If there 
is any “secret” to handling the prob- 
lem salesman, it seems to be this: 
Don’t try to make the man fit your 
leadership habits. One of the reasons 
why he is a problem in the first place 
is that he doesn’t fit them. 

It’s far more realistic, though ad- 
mittedly more difficult, to make a 
study of each problem salesman, and 
to make as informed a guess as pos- 
sible as to what is holding him back. 
As these cases show, it doesn’t really 
require too much ingenuity to re- 
move the block, once you've located 
it. All it really requires is a willing- 
ness to stop trying to handle each 
salesman as if he were cut from the 
same cloth as all the others. This kind 
of willingness can pave the way to 
big gains in sales efficiency. # 
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“Not as much as | 
thought . . . maybe 
we can buy it this 


PENETRATE WITH LOCAL PRICES 


? Peng aay a 


Sooner or later — somewhere between initial interest and 
sincere intention to buy —a farmer wants to know . 
how much? 


Give him some figures to work with . . . let him weigh 
the difference between Mom’s new washer and a new 
milker. Don’t lose this fine prospect by letting him assume 
that he “can’t afford it.” 


We can easily strip into your advertising the local or 
delivered price . . . and other cost information such as 
down payment and terms. We can do this quickly at no 
extra production cost. We print by gravure. 


NEW EVIDENCE of how major advertisers are using 
STRAIGHT-LINE Advertising to penetrate Pennsylvania's 


| Pennsylvania Farmer 


Harrisburg, Pennsylvania 


STRAIGHT-LINE Advertising also available in 
MICHIGAN FARMER ® The OHIO FARMER 


Your Personal Stake in Sales Forecasts 


¢ You should employ your annual forecast to show cause and 
effect—and obtain decisions. 


* You can use the annual forecast to get everybody into the act. 


* Your annual forecast is a means of good “internal public 


relations.” 


* You demonstrate corporate leadership with your forecast. 


In many companies the annual job 
of developing a sales forecast for the 
next year is greeted in the sales de- 
partment by groans and dragging of 
feet. It is an unhappy and tedious 
chore—generally regarded as unpro- 
ductive but required by top manage- 
ment edict—and often administered 
by the budget director or the com- 
pany controller, a Charles Addams 
sort of character 

Sales forecasts are important tools 
for the building and profitable operat- 
ing of a business; and both the busi- 
ness and the sales manager are miss- 
ing something if the sales head doesn't 
develop proficiency in handling these 
tools 

In one large company, we arranged 
for four different individuals or groups 
to make forecasts: 

® the economist 

@ the top executives 

e the product department man- 
agers 

the product department sales 
managers 

We then charted results of these 
forecasts over several years against 
actual sales. Contrary to expectation 
of many, sales managers’ forecasts 
over a period of time, were considera- 
bly more accurate than any of the 
others. Sales managers had more per- 
spective on all factors affecting sales 
than any other group. 

There's a key point in that the atti- 
tude of sales management regarding 
sales planning and forecasting sets 
the tone for the entire organization. 
If the sales manager is interested and 
plans carefully, he will get the co- 
operation of the entire sales team, as 
should be the case. Planning and fore- 
casting are not the exclusive properties 
of the headquarters organization. Each 
district manager and salesman should 
be encouraged to plan for his own ter- 
ritory and to participate in the com- 
pany’s overall sales planning. The 
same is true for all other individuals 


By JOHN R. SARGENT, Partner 
Cresap, McCormick and Paget 
Management Consultants 


and departments whose activities are 
related to sales. 

If the sales manager is careless in 
his planning and cavalier in his atti- 
tude to planning and forecasting, this 
attitude usually pervades the entire 
organization. 

We believe that many sales man- 
agers do not recognize the unusual 
opportunity offered them by the an- 
nual sales plan and forecast. There 
are at least four important ways in 
which each activity can pay off for 
the sales manager: 


1. It gives the sales manager an op- 
portunity to get action on many key 
issues which may represent problems. 
By forcibly demonstrating a “cause 
and effect” relationship, he can, if 
facts warrant it, have a major argu- 
ment for more salesmen, or improved 
deliveries, or whatever else is needed 
to improve the company’s marketing 
position. It is his best chance to put 
across a strong story and get action; 


often the sales plan is seen not only 
by top management, but by the board 
of directors as well. 

It has insurance value also. If the 
sales manager calls attention to cer- 
tain things which are not acted upon, 
with resultant negative effect on sales, 
at least he is on record and does not 
bear the brunt of the blame after the 
fact. 


2. It generally has the effect of get- 
ting everyone on the sales team. Re- 
sponsibilities of production, research, 
advertising, finance and other seg- 
ments of the company in contributing 
to the desired end result are more 
likely to be better understood. 


3. It has desirable effects with re- 
spect to what might be called “internal 
public relations.” Sometimes between 
divisions or departments of a com- 
pany, the sales activity is believed to 
be a prosaic peddling job: “We engi- 


neer, develop, finance, and produce 


John R. Sargent is an engineer 
by training, a marketing expert 
by experience, and a manage- 
ment consultant by profession. 
Forty-seven-year-old Sargent is a 
partner and head of the Market- 
ing Department, Cresap, McCor- 
mick and Paget, New York City. 

Before he became a consul- 
tant, in 1944, Sargent was man- 
ager of Westinghouse Electric 
Market Develop- 
ment Department. He began his 
marketing career in 1937 with 
Smith, Kline & French Laborato- 
ries, Philadelphia pharmaceutical 
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manufacturer. 


He Urges You to Look Ahead 
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to choose a 
Sheraton Hotel 
for your next 
meeting 


EAST 


NEW YORK 
Sheraton-East 
(formerly the 
Ambassador) 
Park-Sheraton 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 


WASHINGTON 
Sheraton-Cariton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 
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"49 Sheraton Convention Experts 


THIS PICTURE is a collector’s item. It 
shows about 50% of the Sheraton Sales 
Staff stationary and together. It’s difficult, 
you see, to catch them when they’re not 
in action — arranging for meeting rooms 
and banquet halls, planning menus and 
entertainment, handling a thousand- 
and-one details. And usually you'll find 
them in 39 different cities, working won- 
ders for people with problems similar to 
yours. 

If you’re planning to hold your next 
sales meeting in a Sheraton city, put 
matters into their capable hands. There 


are Sheraton Hotels almost everywhere 
— throughout the U. S. and in Canada, 
too. Sheraton specializes in convention 
service ... and has convention facilities 
that are varied and flexible. 


FREE PLANNING GuiDE and Check 
List of 149 Items — to help your next 
banquet or convention run smoothly. 
Write to: Sheraton Hotels, National Con- 
vention Office, Sheraton-Park Hotel, 
Washington, D.C. And ask how Sheraton 
can be of service in solving your specific 
problems. 


OSHERATON HOTELS 


BALTIMORE 
Sheraton-Belvedere 
PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton-Biltmore 


ATLANTIC CITY 
Sheraton Ritz-Carlton 


SPRINGFIELD, Mass. 
Sheraton-Kimball 
ALBANY 
Sheraton-Ten Eyck 


ROCHESTER 
Sheraton Hotel 


1959 


BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 
BINGHAMTON, N. Y. 
Sheraton-Binghamton 
(opening early 1959) 
MIDWEST 

CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 
DETROIT 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 


CINCINNATI 
Sheraton-Gibson 
ST. LOUIS 
Sheraton-Jefferson 
OMAHA 
Sheraton-Fontenelle 
AKRON 

Sheraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoin 
FRENCH LICK, Ind 
French Lick-Sheraton 


RAPID CITY, S. D. 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
LOUISVILLE 
Sheraton Hotel 
The Watterson 
DALLAS 

Sheraton Hotel 
(opens early 1959) 


AUSTIN 
Sheraton-Terrace 
Motor Hotel 


MOBILE, Ala. 
The Battle House 


WEST COAST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West (formerly the 
Sheraton-Town House) 


PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton Hotel 
(opens fall 1959) 


CANADA 
MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 


TORONTO 
King Edward Sheraton 


NIAGARA FALLS, Ont. 
Sheraton-Brock 


HAMILTON, Ont. 
Sheraton-Connaught 
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sealed 
OUTSERT> 
folders 


\ttached to consumer-goods 
packages. That’s the record of 
a recent consumer mail-in pro- 
motion by one of America’s 
largest advertisers. Many other 
firms have written similar (even 
higher) returns with OUT- 
SERT Folders. 


Your OUTSERTS provide 
point-of-sale advertising on the 
package, point-of-use follow- 
through in the customer’s home 

Ideal for product-use copy, 
recipes, cross-advertising for 
other products, instructions, 
premium offers and consumer 


contests. 


Write for descriptive booklet, 


samples and information on 
how OUTSERTS can sell fo) 
VOU. 


0 a 
y 
OUTSERTS, INC. 
A Division of 


EUREKA SPECIALTY PRINTING CO. 
SCRANTON 33, PA. 


T. M. Reg. OUTSERTS U.S. Pat. On. 


the product; all they have to do is 
sell it.” A good sales plan clearly 
shows the complexity of the selling 
task and the dependence on a close 
working relationship between all de- 
partments of the business. 


4. It makes it possible to demon- 
strate leadership. If selling really 
“pulls the business train,” here is an 
opportunity to demonstrate business 
statesmanship and strategy—an oppor- 
tunity not so readily available to any 
other departmental executive in the 
business. 

Some sales managers we know do 
not prepare a sales plan and forecast 
because top management has not de- 
manded it. This is about as smart as 
breaking training when the coach isn’t 
looking. Not only does the sales man- 
ager lose out in the four areas men- 
tioned above, but in an important 
aspect of sales forecasting and sales 
planning as well. Like it or not, it 
forces the sales manager to personally 
stand off once a year and think of 
where the business should be going— 
and how to get it there. With the best 
of intentions, we all need a little men- 
tal discipline at regular intervals, and 
I'm sure you will agree it takes a lot of 
mental discipline to sweat out a com- 
plete annual sales plan and forecast. 

Along this line, you might say that 
sales planning and forecasting are “rut 
insurance” for both the sales manager 
and the company. In 15 years of 
marketing consulting, we have never 
seen a business that applied annual 
sales planning and forecasting get into 
a real rut. 

Generally speaking, we believe sales 
planning and forecasting can be de- 


A SALES MEETING IS ONLY 
AS GOOD AS IT SOUNDS! 


and how it sounds depends first on 


your P.A. Microphone 


Don’t let a poor Public Address Microphone stand 
between you and your sales force—because if 
what you say is important, it’s important that 


your men get it...every word! 


Get the microphone that — your 
message across best. 


UNIDYNE 


SHURE 


Used by thousands of the world's largest cor- 
porations for clear, intelligible sound quality .. . 


regardless of room size. 
Write on your letterhead for non-technical 
literature telling you how to improve 
the sound of your sales meetings: 


SHURE BROTHERS, INC. 


222 Hartrey Ave., Evanston, Ill., Dept. 20-D. 


scribed as “sleepers.” Most sales ex- 

ecutives do not recognize the oppor- 

tunity they offer to develop and to 

demonstrate leadership and broad 
managerial ability. 


You Must Consider These 
Nine Items in Your Sales Plan . . . 

. .. before you can determine your 
sales forecast: 

1. Size, caliber and location of the 
field sales force (including salesmen, 
district managers, regional managers). 
If changes are contemplated, how will 
they help or hinder sales volume? 

2. Size, caliber and availability of 
the headquarters sales organization. 

3. Amount and caliber of advertis- 
ing and promotion. 

4. Market conditions: trends in size, 
location, and so forth. 


5. Competitive conditions: all 


types. 

6. Prices and trade discounts. 

7. Product line: condition of pres- 
ent items, any new products for intro- 
duction. 

8. Distribution channels: 
and jobber situation. 

9. Product availability: manufactur- 
ing capacity, deliveries, warehousing. 


dealer 


Obviously, each one of those items 
can affect your sales forecast; some 
of them can affect it greatly. 

To us, this means two things: 

1. A comprehensive sales plan, em- 
bracing all aspects of the company’s 
marketing activity for the forthcom- 
ing business period, must be thought 
through carefully before a forecast 
is made. (continued) 
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You reach ‘em 
when they’re 
ready to spend... 


Better Homes & Gardens Idea Annuals 
are edited for men and women who 
are focusing their interests on one spe- 
cial area of the home. Each annual— 
and there are six—is an extension of 
Better Homes and Gardens, with 
BH&G’s special genius for helping 
readers turn their dreams into actions 
via ideas. Exciting, attainable ideas. 
Advertising pays off in this stimulat- 
ing, you-too-can-have-it atmosphere. 


CLOSES: JUNE 15.1959 
ON SALE: AUGUST 20,1959 
@@& RATE BASE: 165,000 


Here’s the newest of the BH&G Idea Annu- 

als—especially timely this year when the 
\ trend of interest in home improvements is 
| again on the upswing. 


pe ' a E | Betier Homes & Gardens “ae Tt 
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Closes: October 15, 1959 
nag Aaa src yo On Sale: December 22,1959 Closes: November 16, 1959 
n Sale: October q R On Sal 19,1 
Closes: July 15, 1959 Rate Bose: 550,000 ate Bose: 225,000 ehh fees taadee’ 960 Closes: December 15, 1959 
On Sale: September 22, 1959 . On Sale: February 18, 1960 
Rate Bcse: 450,000 Rote Base: 135,000 


MEREDITH OF DES MOINES... 
America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 
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ADVERTISING IN 
BUSINESSPAPERS 
MEANS BUSINESS 


. most specifically, advertising that is 
written with a sure sense of what it takes 
to make a businesspaper reader sit up 
and take notice. Here are three of a 
series of folders prepared by ABP to 
help you get your full money’s worth 
from your businesspaper advertising. 


They're yours for the asking: 


1. MAN IN THE MIDDLE... hight folders (wrapped 
in a convenient file folder) on copy themes 
for advertising in merchandising papers. Each 
folder analyses a specific sales objective . . . 
suggests copy slants that work... shows 
typical examples of advertising that has 
done a job of selling more to—and through— 
dealers. No charge. 


2. HOW TO MULTIPLY YOURSELF... Companion 
booklet to ABP’s sales training film of the 
same name. This 18-page folder contains the 
entire film script and art. Can be used for 
film preview purposes by you or your clients 
or for independent distribution to clients’ 
sales staffs. No charge. 


3. BUSINESSPAPERS ... THE “WORKING PRESS”... 
Spells out the function of the business press 
in today’s fast-moving economy. Shows the 
intensified use of the medium by American 
businessmen. Illustrates effective business- 
paper campaigns—and tells what makes 
them work. No charge. 


Just write to any ABP member publi- 
cation or the Business Service Depart 
ment of: 


ASSOCIATED \{ 
BUSINESS me 
PUBLICATIONS 


y/ 
* 


205 East 42nd Street, New York 17, N. Y. 
201 North Wells St., Chicago 6, Illinois 
1004 National Press Bldg., Washington 4, D. C. 
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2. The individual with the greatest 
overall perspective on all these im- 
portant matters relating to sales or 
marketing should give this activity 
the benefit of his knowledge and 
judgment. That individual —is—or 
should be—the sales manager. We 
want participation by many in making 
the final plans and _ forecast—but 
usually the job cannot be delegated 
satisfactorily below the level of the 
sales manager 

We know companies where sales 
forecasting is delegated to the econo- 
mist or the market research depart- 
ment—usually because the sales man- 
ager does not want to bother, believes 
it is unproductive effort, or is too lazy. 
How can the market research man- 
ager or the economist have adequate 
knowledge of all those nine areas and 
the steps which the company could 
take to improve its sales position? 


You Must Plan First— 
Then Forecast 


Boiled down to simplest elements, 
the typical sales manager's duties can 
be classified under three broad head- 
ings: Planning, Supervision, Control. 
While the first and last of these (plan- 
ning and control) are the most fre- 
quently short-changed, they are im- 
portant to the long-term success of a 
business. The tool we are talking 
about is related to planning. 

Sales forecasting and sales planning 
are much like Siamese twins: They be- 
long together and it mav be fatal to 
cut them apart. A forecast without a 
plan behind it is hollow, of doubtful 
value. A sales plan without a forecast 
is incomplete; it is silly and wasteful 
to make plans without interpreting 
them into the end result or goal. 

Before going further, possibly we 
ought to pause to define our terms. 
A sales forecast, of course, is the tan- 
gible expression of the sales volume 
expectation—in dollars or units, by 
products—a company anticipates for 
a forthcoming period, usually a year. 

A sales plan is the spelling out of 
the various steps and measures the 
company anticipates employing to sell 
its products in the forthcoming period. 
Which comes 4irst, the forecast or the 
plan? This is a difficult question; there 
is some working back and forth, and 
much depends on the company, its 
objectives and its organization. 

Generally, in the “passive” com- 
pany, management figures how much 
can be sold in the future period with 
things pretty much as they are at 
present. In the “aggressive” company, 
management figures how much it 
wants to sell, sets its objectives, and 
then develops plans accordingly. The 
sales forecast may have to be modified 


in line with the costs and feasibility 
of the plans—but, in any case, it is 
a positive, calculated, aggressive 
approach. 

We feel quite strongly that, as a 
general rule, the sales forecast should 
follow considerations of market ob- 
jectives and sales plans, although 
many aspects of sales planning and 
sales forecasting can be carried on 
concurrently. 


> We realize that we are opening 
ourselves to some arguments on the 
basis of this arrangement. Many peo- 
ple will probably say, “How can vou 
do your sales planning before the fore- 
casts are made?” Such thinking may 
result from a confusion between the 
meanings of the terms “market objec- 
tives” and “sales forecasts.” 

As an illustration, let’s say that our 
company sells a product in a market 
that amounts to $10 million annually 
and in 1958 our sales were $1,500,- 
000, or 15% of the total. It is our 
carefully determined objective that 
by 1961 we want to reach approxi- 
mately 30% of the market (or ap- 
proximately $3 million if the market 
does not change in size). If we could 
take the increases in even steps of 
$500,000 additional volume each year, 
that would mean a sales volume of 
$2 million in 1959. 

However, in the sales planning proc- 
ess we determine that product re- 
design will be necessary in the spring 
of 1959, that our distributor organiza- 
tion in the Middle West needs 
strengthening, that we are going to 
have to train some new men, retrain 
some older ones, and hire a few re- 
placements. Taking these factors into 
account, along with our other plan- 
ning and forecasting procedures, our 
realistic 1959 sales expectancy or sales 
forecast figures out to $1,780,000 
(even though ideally we would like 
to make sales volume of $2 million 
in 1959). 

When you get right down to it, 
how can you conceivably forecast 
sales for a company with any degree 
of reliability before vou consider all 
the sales devices and means that can 
be brought to bear to influence the 
level of sales volume? Many a firm 
has managed to achieve increased 
sales in the face of declining markets 
through clever sales strategy—yet how ° 
could that sales increase be predicted 
without first conceiving the plans to 
be applied? Probably one of the rea- 
sons the forecasting record of many 
companies is so inadequate is that the 
forecasting job is not preceded by 
establishment of long-term market ob- 
jectives and bv thoughtful, realistic 
sales programming for the period 
ahead. @ 
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MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 
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THEY SEARCH FOR PROFIT IN PRINT 


The printed word means a great deal to the busi- 
nessman—when that word appears in his business- 
paper. That’s because his businesspaper is his 
single most valuable and most concentrated source 
of information about his trade or industry. 


It keeps him abreast of competition—aware of 
what’s going on at every level of his trade or in- 
dustry. He searches his businesspaper through— 
for information he needs to make decisions, for 
facts, for fresh ideas he can put to work, for new 
materials or methods. For anything, in short, that 
means profit to him. And, because he finds the 
advertising rich in what he needs, he reads it 
with the same concentration he devotes to the 
editorial pages. 

Keep that last fact in mind—and expose your 
advertising to this kind of concentration. In busi- 
nesspapers. 


Good business advertising works 
best in a good businesspaper. 


As an advertising man, you know that a publication’s 
effectiveness as an advertising medium depends on its 
editorial strength. Your problem: how do you select 
the businesspapers that are strongest editorially ? 


One simple way is to recognize the ABP symbol—a sure 
indication of editorial independence and publishing in- 
tegrity for more than 50 years. Another way: check the 
paid circulation. People pay for businesspapers they 
want . .. and read businesspapers they pay for. All ABP 
papers are bought and paid for. All are members of 
ABC. Currently, more than 3 million subscribers spend 
over $15,500,000 a year to read them. 

Concentrate your advertising in ABP papers — read 


by men who mean 
business. 


Last July 18, Sales Management reported the hopeful 
new plans of Oneida Silversmiths [“Market Chaos in Sil- 
verware Brings Radical Sales Policy Shift at Oneida.”] to 
rescue the silverplate market from a “jungle of uncer- 
tainty and confusion.” 

Oneida’s successes and failures hold meaning for you 
even though you do not sell sterling, silverplate, and 
stainless steel. Oneida and International Silver Co. are 
the Big Two in their industry. Oneida sought to end the 
rat race of “more and more promotions, higher and higher 


Point by point, your questions are answered by Harold 
T. Schubert, director of sales for the Community Division, 
Oneida’s largest. 


costs, and lower and lower profits.” 


So Oneida: 


1. Took an adamant stand for Fair Trade (at a time 
when major marketers in other industries were abandon- 


ing it). 
2. Eliminated traditional 
tinued and inactive patterns. 


“50% off’ sales on discon- 


3. Set holiday prices at no lower than catalog prices. 


4. Established a policy of no special in-season promo- 


tions. 


What has Oneida accomplished in the past eight cru- 


cial months? 


Harold T. Schubert 


Oneida Shook Up Sales Policies in ‘58 


Why Business Is Paying Off in 59 


By STANLEY £. SMITH 


Q. In general, how do you feel 
about the effects your major policy 
changes have had so far? 


A. We're quite pleased. There are 
areas where we've had to make ad- 
justments, but by and large we've 
stuck to our guns and we're making 
good progress as a result. 


Q. Let's take your policy changes 
one at a time. The first was Fair 
Trade. How did your retailers take 
to this? 


A. If you'll recall, one of the rea- 
sons we decided to fight for Fair- 
Trade prices was that dealers were 
confused and were not sure of our 
policy. Now they’re happy to know 
where we stand. I think in the 29 
states where Fair Trade is enforced 
our decision has been of general bene- 
fit to the entire industry. In some 


88 


states where it is not enforced, our 
competitors may have benefited, but 
we haven’t been hurt there much. The 
net effect is that it has helped in some 
areas to stabilize prices. 


Q. What about the second point— 
no more “50%-off’ sales on discon- 
tinued and inactive patterns? 


A. We've had 30%-off sales on dis- 
continued patterns. That’s on full sets. 
This would mean a 40% reduction 
from the open stock prices, since 
there’s a 10% saving on the sets. But 
these sales were held only during 
slack seasons—January-February, and 
July-August. 


Q. How have you been able to con- 
trol this? One of your difficulties be- 
fore was that wholesalers would stock 
up on these items and sell them all 


year around, upsetting your market 
balance. 


A. On the first round we sold only 
to retailers, and in conservative quan- 
tities. We had intended not to send 
any at all to wholesalers, but on the 
second round we found we had to 
compromise and ship them a very 
limited quantity. 


Q. What factors brought on this 
compromise? 


A. Mainly two things: The first is 
that there are hundreds of very small 
retailers who always have and always 
will buy their small orders from 
wholesalers. By sending some to 
wholesalers who handle a number of 
these accounts enough merchandise 
to take care of them, we eliminated a 
tremendous amount of processing at 
the central office. (continued) 
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“This is the size we use for the Growing Greensboro Market!" 


Business is better than ever in the South — particularly 
in the growing Greensboro market. We need only 
black ink because the sales outlook is so rosy. Greens- 
boro is Ist in the Carolinas in per family sales, out- 
ranking Charlotte and Raleigh; 3rd in the South, out- 
ranking Atlanta, Jacksonville and Ft. Lauderdale; 6th 
in the Nation, outranking Detroit, Cleveland and Dallas. 
You can’t miss when you tell your story in the Greens- 
boro News and Record. Over 100,000 circulation daily; 
over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


Write today for your free 1958 (7 recnsboro 


Major Markets Analysis Bro- 


chure of a ajor Mar- : RE vr 4 
fini a ats News and Kecord 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Sales Management Figures 


to our good customers—and every one of our customers is a 
GOOD customer—our business has expanded to the point where 
we needed a much larger factory. After twenty-seven years in 
Easthampton, Massachusetts, we have moved to 


HOLYOKE, MASSACHUSETTS 


only six miles away, but we now have more than double our pre- 
vious floor space. 


We hope all of you will continue to grow with us so that you 
will force us to double our space again before the next twenty- 
seven years have passed. 


ADVERTISING CORPORATION OF AMERICA 
HOLYOKE, MASSACHUSETTS 


APRIL 17, 1959 


12,000,000 men and 


women read American 


Home for ideas on 


, 
4 


AMERICAN 
FHICONIE 


CIRCULATION 


building, remodeling, 
decorating, food, 
furnishing and 


NOW 


gardening. It devotes 


more of its editorial to 


home-service than 


any other magazine. 


A CURTIS MAGAZINE 
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The second factor really built upon 
the first. When customers wanted to 
buy open stock, to add to their sets, 
the retailer didn’t have enough and 
couldn't get it from his customary 
wholesaler. Therefore these small or- 
ders were also coming back to us. So, 
on the second round, we sent a small 
amount of material to wholesalers to 
service these customers, but not 
enough so that they could hold it 
over to conduct major sales on it 
while we were trying to promote live 
patterns. Actually, dealers requested 
this service. 


Q. Have you been able to move as 
much of this merchandise this way? 


A. Perhaps there has been some 
slackening off in total sales of dis- 
continued patterns, but the effect of 
keeping these on sale only during the 
slack season so that they don’t inter- 
fere with the sale of our newer pat- 
terns has more than made up for that. 
In other words, it made the long- 
range picture much brighter. 


Q. Point three stated that there 
would be no holiday promotion at 
prices lower than those shown in the 
catalog. Were you able to hold to 
this? 


A. Yes. There difficult, 
there. We did promote, in the sense 
that for the Christmas season we had 
special displays, but these were for 
sets already in stock. There was no 
change in the sets or in the price. 


was no 


Q. How did you go about imple- 
menting the fourth point in your pol- 
icy change? 


A. Well, our idea was to weed out 
those wholesalers who had not co- 
operated with our policies before—by 
supplying a volume of discontinued 
and inactive stock for sale during 
peak seasons, for example. This was 
hurting us. In other words, we wanted 
to pare down to the most reliable and 
conservative wholesalers—dealers with 
whom we had a mutual confidence 
and respect. Last June we had 104 
wholesalers. We dropped 14, leaving 
90. 


Q. Didn't this create hard feelings? 


A. Not so much as you might think. 
In fact, the whole process worked out 
very nicely. When the less desirable 
wholesalers learned of our new poli- 
cies and how rigidly we planned to 
maintain them, they were the ones, in 
most cases, who voluntarily dropped 
off our lists. Or at least they were the 
least bothered by it. But now we're 


cutting down at a much slower pace. 
I think we're nearly down to our 
nucleus. 


Q. You said at the outset that you 
were quite pleased with the way this 
change has worked out. Does this 
mean that there has been a general 
increase in sales volume since July, in 
addition to a better balanced market? 


A. Yes, sales volume has picked up 
since July. Of course, some of this is 
due to the end of the recession, but 
much of it is due to some of the 
other factors which were introduced 
along with our announced policy 
change. 

(Editor’s note: Privately owned 
Oneida does not release sales figures.) 
On March 6, President Miles E. Rob- 
ertson in his report to stockholders 
revealed: 

“Our sales of stainless steel flatware 
continued strong and healthy . . . It 
can be safely stated that we main- 
tained our position in the industry. 
The flood of low-price foreign imports 
of stainless steel continued to plague 
ae 
“But sales of sterling flatware and 
high-quality plated flatware, our bet- 
ter profit lines, continued disappoint- 
ing . . . Altogether the plated flatware 
section of our business was the poor- 
est that it has been since the end of 
World War II.” 


Q. Which factors do you think have 
been most responsible? 


A. Unquestionably the new pattern, 
Silver Flower, has been one of the 
major ones. This has been extremely 
successful in most areas. One of our 
largest wholesalers in the New York 
area, for example, reports that over 
70% of the new sets sold in his area 
are the Silver Flower pattern. 


Q. You said “most areas.” Are there 
areas where the new pattern didn’t 
go over? 


A. Yes, but where we expected a 
small response. The South, for in- 
stance, has always concentrated on 
the more traditional patterns, and 
that hasn’t changed, not even with 
the introduction of “Silver Flower.” 


Q. What other factors figured in 
the sales increase? 


A. The new, modern packaging I’m 
sure helped, and so did “Beauty 
Wrap,” the new clear, water-soluble 
lacquer that eliminates tarnishing 
while on display. We found that these 
two things helped get silver back on 
prominent display. This resulted in 
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OR razor blades, bananas, or refrigerators or whatever you’re marketing. Imag- 
ine having Polly Bergen, Frankie Laine, Tony Bennett or any one of hundreds of 
Columbia artists sell your product or service for you! It’s possible with Columbia 
premiums or recorded promotion messages. And now AURAVISION—our unique 
Sells process for reproducing Aigh quality phonograph records right on the printed page, 
doubles the impact of your written advertisement. Let Mitch Miller speak for you 
from a brochure or Jo Stafford sing for you from a postcard-record. Direct mail, 
Sea, package inserts and contests are just some of the limitless uses to which you can put 


Auravision. Write in for free sample and brochure. 


Why not try Auravision for your next promotional message or premium. Columbia’s 
Shells star sales force will work for you. It is part of the fastest and most complete service in 
@ee the business—from the initial idea to production, packaging and distribution. 


AURAVISION EXCLUSIVELY BY 


COLUMBIA§ transcriptions 


a **COLUMBIA’’ y MARCAS REG. ‘/COS*’ T.™ 

A department of Columbia Records. A division of Columbia Broadcasting System, Inc; 
New York, 799 Seventh Avenue, ClIrcle 5-7300. Chicago, 630 North McClurg Court, 
WHitehall 4-6000. Hollywood, 8723 Alden Drive, OLympia 6-1034. 
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INCOMPARABLE 
CONVENTION 
AND SHOW CENTERS 
IN THE SOUTH 


Central Locations 

Flexible meeting space 

Heavy duty facilities 

Visual and acoustical devices 
Excellent banquet facilities 
Guest rooms — modern decor. TV 
Hotels 100% air-conditioned 
Ample garage facilities 

Superb restaurants 
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DINKLER PLAZA 
ATLANTA, GA. 
Meetings * 25 to 2000 
Banquets « to 1500 
Guest Rooms « 600 


DINKLER —TUTWILER 
BIRMINGHAM, ALA. 
Meetings « 25 to 1800 
Banquets « to 1300 
Guest Rooms « 450 


DINKLER— JEFFERSON DAVIS 
MONTGOMERY, ALA. 
Meetings «+ 15 to 350 
Banquets « to 275 
Guest Rooms « 250 


DINKLER—ANDREW JACKSON 
NASHVILLE, TENN. 
Meetings * 40 to 400 
Banquets « to 350 
Guest Rooms « 400 


| dealers pushing silver again instead of 
| stainless. 


|  Q. Speaking of stainless, one of the 

| innovations you made in conjunction 
with the new policy was a starter set 
priced at $24.95 to compete in the 
same price range with larger stainless 
sets. 


A. That’s correct. We had another 
| lower-price package—a 26-piece set 
for six—and we also introduced a 44- 
piece set which we thought would 
sell better at $69.75 than the 52-piece 
set at $79.50. Frankly, this is one area 
in which we didn’t score too well 
with our new ideas. 


Q. What was the trouble here? 


A. Two things: In the first place, we 
found that with increasing costs in 
packaging and labor it was impossible 
to hold the line any further. Tamper- 
ing with quality is out of the question, 
so we just had to raise prices about 
$10 on a 52-piece set. We raised com- 
paratively few items, though, in our 
open stock, which meant that what 
we were actually doing was cutting 
down on the savings a person would 
make in buying a full set. 


Q. Does this put you above vour 
competitors? 


A. No. We had been under our 
competition. Now we're on a par with 
our market. 


Q. You mentioned another factor 
which didn’t live up to expectations. 
What was that? 


A. The starter set just didn’t move, 
neither did the 26-piece set, to speak 
of. The 44-piece set did quite well, 
but not so well as our old standard 
52-piece set. 


Q. How do you explain that? 


A. We've come to the conclusion 
that when people go to buy silver- 
plate, they want to buy a complete 
service. This can probably be attrib- 
uted to our American system of in- 
stallment buying. Why should they 
take a starter set wher they can get 
the full set on a charge account? It 
apparently doesn’t take much selling 
to persuade them of that. 

Now, it’s a different story with 
sterling. This, of course, is a higher 
price range, and it may involve a 
different type customer. Whatever 
the reason, people still buy sterling 
at the rate of one place setting at a 
time. It seems that the traditional 
way of doing things has a firm grip 
on the industry, and we're not going 
to change it over night. 


Q. Do you think the price hike in 
itself had any effect on sales? 


A. No, I don’t. As I said, we've ac- 
complished several things on the posi- 
tive side which have helped us tre- 
mendously. We have a product which 
is selling. We have dealers who have 
confidence in us, and we in them. We 
have a more stable, healthy market 
without any of the throat-cutting that 
was going on before. And we have 
reestablished a trend of retailers push- 
ing silver rather than stainless. 


Q. Would you say, then, that you’ve 
solved your major problems? 


A. I'm not going to say that the 
problems are all solved yet. We've 
had a few surprises, some not so good, 
but others much better than we had 
anticipated. I'd say the outlook is 
100% better than it was last year at 
this time. I'd say the outlook is very 
good. @ 


ST. CHARLES 
NEW ORLEANS, LA. 
Meetings * 12 to 900 
Banquets « to 7 


9 GRADE A— 100% PURE 
SQUIERS GSD varie syaur 


00 We've just finished packing the 


Guest Rooms + 500 new sugar crop, and it's a dandy! Order 
our delicious maple syrup now for family and friends. 


WRITE SALES MANAGER 
¢ Hot-packed Half-Gallons 
AT THE HOTEL OF YOUR CHOICE o Manumenanaie’d ‘ 


FOR COMPLETE CONVENTION BROCHURE. © tats te Gave enyutare 


F.0.B. Waterbury Vt. Check with order, please 


eee oe Easy to refrigerate when opened. 


FINE INNKEEPING 


inkle 


HOTELS ——“ 
CARLING DINKLER, SR., President 
CARLING DINKLER, JR., Exec. V. P.& Gen. Mgr. 


Order forms will be rushed showing shipping charges to ol! states. 
MONEY BACK GUARANTEE OF SATISFACTION 
NO ORDER TOO LARGE. NONE TOO SMALL 


L.E. & G.R. SQUIER, Waterbury 4, Vermont 
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MORE PEOPLE 
READ 
THE HOUSTON POST 
DAILY 
THAN ANY 


OTHER 
HOUSTON 
NEWSPAPER 


The Houston Post leads 

the Houston Chronicle 7,537 

in total daily circulation 

POST: 200,551 CHRONICLE: 193,014 


For basis of comparison see Audit Bureau 
Circulation report for year ending Sept. 30, 1958. 


W. P. HOBBY 


Chairman MEMBER 


OVETA CULP HOBBY @® 
President and Editor 


Represented nationally by Moloney, Regan & Schmitt 


APRLL 17, 9S? 


An exciting new adventure in 


INNER SPACE 


bn newest hotel 


CHICAGO'S Executive House, a new ultra-modern 
40-story skyscraper with drive-in garage, ideally locat- 
ed on the edge of the famous loop, introduces many 
innovations that add new dimensions to luxury hotel 
living. The Executive House sets new standards for 
America’s most pampered guests. 


Write for Colorful Brochure 


Dept. SM 71 E. Wacker Dr., Chicago 1, lll. 
A. M. Quarles, General Manager 


tHe ADELPHIA 


puts you in the center of 


PHILADELPHIA 


City’s most convenient hotel. 400 
modern, attractive rooms—all with 
Private Bath, Radio, and Circu- 
lating Ice Water. Finest Convention 
Facilities — Entire Floor of Air- 
Conditioned Meeting Rooms. 


Reserve Direct or through 
your Travel Agent. 


For Wining and Dining— 
TELETYPE: PH 683 


Rates: From 
$6 single ° $10 double 


2 Adelphia Room 
e Adelphia Cocktail Lounge 
e Coffee Shop 


ADELPHIA 
HOTEL 


BENNETT TOUSLEY 
General Manager 
Phone: Rittenhouse 6-3000 
Chestnut Street at 13th 
Philadelphia, Pa. 


Home Building Analysis 

A 9l-page book presenting market 
data and trends from Government and 
business sources, It provides statistics 
on location of housing starts; studies 
builders, prefabricators, architects, 
realtors, lenders and dealers; details 
the significance of the model home, 
homebuilding and market outlook; 
analyzes media serving the housing 
industry. Write Gene Wolfe, Promo- 
tion Manager, Dept. SM, House & 
Home, 9 Rockefeller Plaza, New York 
20, N. Y. 


Teen-Age Girls 

Two reports: High School Girls and 
College Freshmen —money they spend, 
wardrobes they buy, purchases for 
fun and work, room furnishings they 
take to college, gifts they receive, 
magazines they read. Write K. Allan 
Taylor, Advertising Director, Dept 
SM, Seventeen, 488 Madison Ave., 
New York 22, N. Y. 


Business Gifts . . . 


. advertising and premium nov- 
elties —a whole new array of them 
(all useful) are being introduced, ac- 
cording to this source book. For in- 
stance, any Texan would drive from 
Amarillo to Dallas for this one: a 
telephone index book covered in full 
pastel mink and trimmed with gold 
throughout. Write T. R. Smith, Sales 
and Advertising Manager, Dept. SM, 
Elbe File & Binder Co., Inc., 649 
Alden St., Fall River, Mass. 


Yardstick for Latin America 
Reference source for an _ overall 
estimate of the total number of fami- 
lies in L. A. who represent the bulk 
of the market for either consumer 
durables or higher-price non-durables; 


WORTH WRITING FOR... 
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future growth of the upper and mid- 
dle income market — tables showing 
country breakdowns on size of mar- 
ket for durables and higher-price non- 
durables. Write Martin R. Kaiden, 
Promotion Manager, Dept. SM, Life 
En Espanol, 9 Rockefeller Plaza, New 
York 20, N. Y. 


The Professional Salesman 

A refresher course in how to be 
one. In three parts, it explains how 
you can prepare for a new approach 
to selling; what constitutes the prom- 
ise of benefits of your product; how 
to prove your sales claims by turning 
psychological principles into proof 
tools that convince prospects to buy 
your product. Write Marvin Ginn, 
Merchandising Manager, Boat & 
Motor Dealer, Dept. SM, 8150 N. 
Central Park Ave., Skokie, Tl. 


Business »Aviation 


Booklets on the dollars and sense 
of business flying; low-cost financing 
and leasing plans; growth of business 
flying as projected by Civil Aeronau- 
tics Administration; company-owned 
planes; how travel schedules can be 
cut in half. Write Phil McKnight, Di- 
rector of Public Relations, Dept. SM, 
Beech Aircraft Corp., Wichita 1, Kan. 


The Milwaukee Market 


Seventy -four-page book providing 
data most frequently asked for by 
advertisers: population, homes, in- 
come, employment, retail sales by 
counties, cities, marketing areas. II- 
lustrated throughout with maps in 
color. Write C. R. Conlee, Promotion 
Manager, Dept. SM, The Milwaukee 
Journal, Journal Sq., Milwaukee 1, 
Wis. 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in SALES MANAGEMENT? 


Consulting Engineers: How important in 
buying influence they are in your market. 
Consulting Engineer, Dept. SM, Wayne 
near Pleasant St., St. Joseph, Mich. 


Selling Tools: How to make them sell 
harder. Marsteller, Richard, Gebhardt 
and Reed, Inc., Dept. SM, 185 N. Wa- 
bash Ave., Chicago 1, ill. 


Direct Mail: Five booklets—What We 
Expect Our Advertising Agency to Do 
for Us in Direct Mail (Ford Co.); Cre- 
ativity in Direct Mail; Three Laws of 
Buying Behaviors; The Power of Personal 
Communication; The Place for Direct 
Mail in the Advertising Agency. R. L. 


Polk & Co., Dept. SM, 431 Howard St., 
Detroit 31, Mich. 


Sales Training Films: 16-page directory. 
Dartnell, Dept. SM, 4664 Ravenswood 
Ave., Chicago 40, Ill. 


Sales Presentations: How to add polish 
to them with specially designed covers— 
invisible wire stitching, easy reading, 
handling, filing. Clint Leap, Inc., 300- 
2330 Victory Parkway, Cincinnati 6, O. 


Demonstrators: How to show your prod- 
uct in motion. Graphic Calculator Co., 
Dept. SM, 633 Plymouth Ct., Chicago 5, 
Ill. 


All-Purpose Credit: How you can estab- 
lis yours at thousands of carefully se- 
lected establishments in the U. S. and 
abroad. Carte Blanche, Dept. SM, 8544 
Sunset Blvd., Los Angeles 46, Cal. 
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TRIB READERS BUY MORE 
BECAUSE THEY'VE GOT MORE... 


Surveys show that the Herald Tribune delivers the top of the New York market... 

the quality families who buy in quantity—at a profit to you! The latest Herald Tribune 
Home Study shows that 63°, of TRIB families have incomes in excess of $7000 

a year... almost 30% top $10,000...and over 10° are in the $15,000-plus bracket! 
Naturally this part of the market has more wants and needs... more disposable income 
... buys more! It adds up. Get all the details today ... get in the TRIB. 


<tterald Tribune 


Today's VITAL Newspaper/ 
230 West 41st Street, New York 36, 'N. Y. 
e@ A European Edition of the Herald Tribune is published daily in Paris 
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Why Today’s Buyer Needs the Salesman More Than Ever 


The salesman who best fills these needs and desires has a key to 
almost every buyer’s office and the magic formula for successful sell- 


ing. The buyer... 


* needs you very much because you are a pipeline to the stream 
of new products which are flowing furiously into the market 


needs you as a purveyor of selling ideas 


desires your aid in keeping pace with the new types of retail 
outlets springing up like mushrooms everywhere 


wants you as a counsel and guide in promotion 


looks to you for help in his store’s drive for more sales and bet- 


ter profit 


What Buyers Expect from Salesmen 


A Buyer’s-Eye-View of Selling 


Salesmanship has undergone signifi- 
cant changes in the past few years. 
The revolution in distribution has 
brought about a changed relationship 
between the maker and the seller of 
goods. As a result of this revolution, 
the manufacturer has been compelled 
to assume a great part of the problem 
of selling his products to the con- 
sumer. 


The salesman (the manufacturer’s 
ambassador in the field) naturally 
plays a major role in this new rela- 
tionship. 

But the position and attitude of the 
buyer has also changed. His job puts 
added burdens on him, and he in 
turn makes greater demands on the 
time, experience and knowledge of 
the salesman. 

What are some of today’s buyer’s 
attitudes towards salesmanship? What 
does he expect from today’s salesmen? 

We went into the field and talked 
to a large number of buyers. Here are 


* This material will be distributed May 1 
in the famous Grey Matter, publication 
of Grey Advertising Agency, Inc., New 
York City. 
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By the Editors of Grey Matter* 


some of the points they made. We 
chose them because they are universal 
in that they apply to almost every 
type of consumer goods. 

9 o os © oe 


The Buyer Depends on You 


Put yourself in the place of the 
buyer. 

Whether he buys for a supermarket 
or a department store or any other 
retail outlet, he is beset by a thousand- 
and-one pressures. 

The flow of new items and new 
variations of existing items is threaten- 
ing to overwhelm him. 

New suppliers are constantly knock- 
ing at his doors. 

New deals, new distribution plans, 
new promotions are tugging at him. 

New types of retail outlets are 
springing up like mushrooms to com- 
pete with him. 

He may not have time for gossip 
or scandal, but he is hungry for in- 
formation about his market. 

What better source than the sales- 
man? And the salesman who keeps 
his eyes open, who reads the trade 
papers in his field religiously, who 
knows what’s going on in the market, 


and who can gain the buyer’s respect 
and admiration, fills a void in the buy- 
er’s business life. 

If you're that kind of a salesman, 
most buyers will be as glad to see 
you as you are to see them. 


Oo oC co) ao o 
He Wants Your Knowledge 


We mean knowledge about your 
product, your company’s price poli- 
cies, your advertising program, your 
promotion plans, your product’s rela- 
tion to competitive products. Buyers 
have told us again and again that so 
many salesmen have only a super- 
ficial knowledge of their own mer- 
chandise, especially in relation to com- 
petitive merchandise. 

We have heard frequent comments 
that such information must be dragged 
out of salesmen, that salesmen, once 
they’ve gotten the order, are anxious 
to get going and let the store worry 
about the selling. But the store has 
5,000 other items. 


oC co 2 o = 
The Buyer Needs Your Help 
Running through our conversation 


with buyers is this refrain: “We favor 
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In Los Angeles, anything on 


Los Angeles loves automobiles. It owns 82% more 
of them than New York, 62% more than Chicago 
almost as many as both combined. 

So you’d expect cars to move fast in Los Angeles. 
And they do — every kind, from fin-splendored ’59s to 
imported cars. 

Out of the spacious showrooms, off the ranch-size 
lots, onto the flowing freeways —but nowhere so fast as 
on First Street. Which is where we publish The Times. 

Year-in, year-out, The Times is first in Autodom’s 
first market. Last year, for example, in Display we 
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wheels moves faster on First 


carried 38%, more total automotive linage and 29% 
more new passenger car linage — daily and Sunday 
than the second-ranking metropolitan newspaper. 
In fact, the Los Angeles Times ranked second in the 
nation in new passenger car linage. 

It figures — especially when we remind you that The 
Times has far more upper-income families. . . far more 
families who own two or more cars. 

If what you want to sell Los Angeles has wheels, it’!! 
move faster on First. 


First in the nation’s No. 2 market Los Angeles Times 


the 


Represented by Cresmer and Woodward, New York 
Chicago, Detroit, Atlanta and San Francisco 


salesmen who understand our way of 
doing business.” We heard it from 
food chain buyers, from department 
store .buyers and from wholesalers. 

They definitely prefer salesmen who 
talk their language: who know and 
understand the principles of markup, 
turnover, sales per square foot, profit 
from sales, profit from capital invest- 
ment. 

While buyers generally agree that 
most salesmen usually have little voice 
in determining manufacturers’ pricing 
policies, they're impressed by a sales- 
man who ean discuss his company’s 
pricing principles with intelligencd, 
and understanding. Thev expect the 
modern salesman to be a merchant. 


“Give Me a Man with 
‘Sell’ in His Blood” 


The words aren't ours. We're quot- 
ing a buver of a large supermarket 
chain. He hastened to explain that 
what he meant is not a high-pressure, 
“hard-sell” guy, but a man who 
thought only of selling “through” his 
customers rather than to his customers. 

“I’m not dabbling in words,” said 
this buver. “I have a number of sales- 
men in mind. *Thev never talk about 
my buying this or buving that. They 
always say: “This item is selling at this 
rate or that rate.’ Or, “You should be 
able to sell so many cases a week if 
yeu do this or that.’ In other words, 
thev think and talk more about how 
rou@h we'll sell rather than about how 
much we should buy.” 
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Food for Thought in Facts and Figures 


Salesmen who think most buyers 
are bored by fagts and figures will 
be dissioned what so many 
buyers have told#hs? Site, statistics 
canbe dry and boring. But when 
solid facts are presented with mean- 
ing, and the conclusions drawn from 
them make sense, thev cone pow- 
erful influence in closing thé Sale. 

But the salesman must reallv under- 
stand the facts and figures he’s quot- 
ing. If he’s only parroting what he’s 
been told, most buvers can see right 
through him and often trip ‘him up. 
Charts and graphs are helpful, buy- 
ers tell us, onlv if they clarify the 
facts. The trouble with many sales 
stories is that charts and graphs ob- 
secure the facts and make it difficult 
to draw conclusions. Then the sales- 
man is in trouble. 


° . oO ° °o 
The Price of Preparedness 


“Many salesmen who talk too much 
usually are trving to cover up a lack 
of preparedness by a lot of words.” 
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This is the observation of a buver 
for a large variety chain. “It’s so re- 
freshing when a salesman seems to 
have thought out his selling story 
clearly and lays it before me con- 
cisely and convincingly. His enthusi- 
asm for the sales possibilities in his 
line rarely suffers from being brief. 
On the other hand, it can be buried 
under a lot of words which anyone 
may say about any product.” 

We heard this from a good manv 
buyers: “We can always tell when a 
salesman has not thought out his 
selling story in terms of our particu- 
lar problems, but deals in generali- 
ties.” 
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Products’ Promotion Potentials 


OnetSf the most frequently men- 
tionédjgubjects is the salesman’s&bilitv 
to talk convincingly about hi§, prod- 
uct’s promotion potentials. For ex- 
ample, the salesman who can give 
valid facts about the impulse-selling 
power of his package in the case of 
packaged goods, or the ease-of-demon- 
stration of an appliance, or the wav a 
counter display dramatizgs the prod- 
uct’s selling points. or the eve-catching 
magnetism of a floor displav, has a 
mighty big advantage over the fellow 
who creates the impression that pro- 
motion is not in his line. 

The salesman who acts as if pro- 
motion of his merchandise is a thing 
apart and that all that interests him is 
getting an order, is fighting with one 
hand tied behind his back. 

The important point to remember, 
buvers contend, is that the salesman 
must know his customer’s promotion 
problems. Having this knowledge en- 
ables him to present his promotional 
program in terms of the customer's 
needs. 


He Must Lead a Double Life 


“In addition to being his company’s 
representative in dealing with me, 
the salesman should also be my rep- 
resentative in dealing with the com- 
panv,” remarked the buver of a large 
appliance and home furnishings store. 
“After all, our interests are the same. 
The manufacturer wants us to sell his 
merchandise. We want to sell it, too 
I have found that the best salesmen 


EDITOR’S NOTE: You will want to dis- 
tribute to your salesmen copies of 
“What Buyers Expect from Salesmen.” 
Send orders for reprints to Readers’ 
Service Department, Sales Manage- 
ment, 630 Third Avenue, New York 
17, N. Y. Price: 10c per reprint; $9 per 
100 reprints. 


are also the ones who can interpret 
the retailers’ wants and needs to his 
company. Take the matter of dis- 
plays. I know that manufacturers can t 
create individual displays for each 
outlet. But I also know that.too many 
millions of dollars go to waste because 
we have to throw costly displays into 
the trash heap. 

“I feel that the salesman who makes 
it a point to study our display needs, 
who knows, that displays must have 
retail selling ideas and be more than 
just trademark puffs, who understands 
that all stores have problems in com- 
mon, can make an invaluable contri- 
bution to his company and himself 
by transmitting retail ideas to the 
home office. I know that everv sales- 
man can’t have a voice in the final 
displays, but ‘am sure that if he 
transmits the desires of his customers 
to his promotion and advertising peo- 
ple, he will help sell more merchan- 
dise.” 
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Many other fundamentals. of good 
selling were brought out by buyers 
in our discussions; personality traits, 
never permitting moods, gripes, self- 
pitv to show through vour disposition; 
self-confidence; enthusiasm, belief in 
vour product. These have always been 
essentials in successful selling. How- 
ever, we have confined this report to 
the “creative salesmanship” which 
buvers look for in todav’s fast-moving, 
intensely competitive business era. 

And it all adds up to this: The 
salesman of today cannot sueceed in 
following the techniques of ten or 
even five years ago. There is an en- 
tirely new relationship between him 
and the buver. 
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The buver . . . 
.needs the salesman more than 
ever. 


.needs him verv much because 
he is a pipeline to the stream of 
new products which are flowing 
furiously into the market. 


. needs him as a purveyor of sell- 
ing ideas. 

. desires his aid in keeping pace 
with the new types of retail out- 
lets springing up like mushrooms 
everywhere. 

. wants him as a counsel and 
guide in promotion. 


.looks to him for help in his 
store’s drive for more sales and 
better profit. 


The salesman who best fills these 
needs has a key to almost every buv- 
er’s office and the magic formula for 
successful selling. # 
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ON OUR MARK, GET SET... GO 


good packaging helps products go... 
to the market and through the market... safely, efficiently, profitably. 
the folding cartons, shipping containers and Sefton fibre cans covered by the 
CCA trade mark have the same goals you have... to make your products go. 


much of our success in achieving these goals is due to our creative departments— 


structural design, machinery development, market research and design laboratory. 
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s creative support is available to you from CCA plants all over the country. 


CONTAINER CORPORATION OF AMERICA 


tructural design 


machinery development 


FOLDING CARTONS 


SHIPPING CONTAINERS 


SEFTON FIBRE CANS 


PLASTIC PACKAGING 
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Two Dozen Courtesy Rules for Salesmen 


The psychologists have a word for the people who seem to have 


a special talent for sensing the moods of others and so adapt- 


ing their behavior as to create an atmosphere of harmony. These 


people are said to be “empathic.” 


In salesmen this quality is a priceless asset. It is a quality that 


can be developed. Courtesy is an essential element in it. This 


simple check list covers matters of courtesy which enter into good 


business conduct, help you make both friends and customers. 


Professional-minded salesmen are 
excited these days about the concept 
of empathy. As you know, empathy 
means identifying yourself with the 
other fellow: his frame of mind, emo- 
tions, likes and dislikes, quandaries. 
Empathy comes from the Greek and, 
interestingly enough, means “feeling 
pain with.” It’s a first cousin to sym- 
pathy. 

Whenever vou talk with a customer, 
sensitive to his condition, you're em- 
pathic. Whenever you keep in mind 
your reader’s reactions as you write 
him a letter, you're empathic. When 
vou do such things—let’s agree—you 
give yourself a big advantage. For 
then you can predict your customer's 
reactions and can serve him best. 

Point to the empathic salesman and 
vou see a man of keen sensibilities. 
His human relations excel; his com- 
mon sense is enormous. With or with- 
out formal education, to him the 
proper study of mankind is man. Peo- 
ple are his specialty—how to ana- 
lvze, interpret, and predict their ac- 
tions and reactions. “People don’t act; 
they only Thus, 
through his study of others, and self- 
analysis, he knows human nature. He’s 


react,” he says. 


a keen student of manners and man- 
nerisms, speech, facial expressions, 
gestures, postures, deportment. 
When he develops empathy be- 
vond the ordinary he has perhaps the 
choicest of all personality traits. Em- 
pathy is the basis of popularity. It 
keeps company with intuition, per- 
sonal magnetism, innate gentlemanli- 
ness. Without empathy, you can't 
have discernment and compassion. 
Psychologists say empathy is strong- 
est among those who like people and 
want to be liked by them. And did 
vou know, a man can’t like others, or 
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By JAMES F. BENDER, Ph.D. 


want to be liked by them, unless he 
respects and likes himself? 

Can empathy be developed? How? 
The answer to the first question is 
yes. To the second, courtesy is at 
once a reflection and developer of 
empathy. 

The salesman of high purpose 
therefore uses the practice of courtesy 
to develop empathy. He’s interested 
in reviewing, for example, the 24 
“do’s and don’ts” most often named 
by buyers when they are asked to 
advise salesmen about manners and 
sales etiquette. You may want to use 
them as a check list: 


1. Keep appointments promptly: The 
most precious commodity to busv 
men and women is time. They have 
so many profitable ways to invest it. 
When a salesman keeps a customer 
waiting, he gives a bad impression: of 
poor work - habits, thoughtlessness, dis- 
regard for the buyer's schedule. Ac- 
tually, the tardy salesman creates 
resistance to his sales presentation. 
If he’s unavoidably detained, the 
empathic salesman telephones the 
buyer ahead of the appointment to 
explain and apologize and ask if he 
may come late or at another time. He 
arrives at least five minutes ahead of 
his appointment. If he must wait be- 
yond the appointed time, he doesn’t 
fret or create a disturbance. Rather, 
he makes use of the extra minutes in 
reading, doing his paper work, plan- 
ning, reviewing his presentation, etc. 


2. Dress neatly: The salesman’s ap- 
pearance bespeaks his company and 
the products or services he sells—and 
himself. He follows his company’s 
policy in matters of dress and appear- 
ance. If he sells in a warm climate, 


he doesn’t wear a T-shirt on a sales 
call, when company policy demands 
a tie and jacket. He's fastidious, nice 
to be’ near. He usually carries a 
deodorant, hair tonic, and razor in 
his kit—to freshen up throughout the 
day. 

Most topnotch salesmen wear a 
hat. It helps to give them assurance 
and status. It lends a bit of formality 
and deference to their calls. It is 
tipped, taken off, put on, held, hung 
up, brushed, cleaned at the right 
times. 

A sales manager recently invited 
one of his young salesmen to attend 
a sales executive club luncheon. To 
the embarrassment of his manager, 
the salesman appeared in a loud 
jacket with his shirt collar turned 
down. Until his manager spoke to 
him about it, he was blind to the in- 
congruity. High-level salesmen ob- 
serve how successful salesmen and 
sales executives dress and guide them- 
selves accordingly. 


3. Use quality language: Words the 
salesman uses reveal what tvpe of 
person he is. Dr. Wilfred Funk, word 
expert, says: “During an average and 
normal day, if you are an articulate 
person, you will talk an estimated 
30,000 words. And these words will 
reveal you to your listener — your 
mental processes, your character, vour 
ability, your personalitv.” How true 
this is of salesmen, most of whom 
speak more than 30,000 words daily! 

The professional salesman favors 
the level of language used by edu- 
cated people of his community. It is 
simple not ostentatious; colloquial but 
not too slangy; grammatical not crude; 
sparkling not pedantic. 

Obviously, he avoids swearing and 
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* CAN SING 
INTO. 
THE 
~ TRANSITAPE ~ 


You don’t mind interrupting business dicta- 
tion to let the little traveler sing into your 
TRANSITAPE portable tape recorder. (It’s 
erasable). Finish your work in flight...mail 
the reel to the home office. Attend your sales 
conference and insert a pre-taped reel into 
TRANSITAPE to demonstrate dramatically 
your company’s new campaign...including 
the new musical jingle. TRANSITAPE is an 
indispensable new sales instrument, as well 
as a compact “traveling secretary” for busi- 
nessmen on the go! And on your vacation 
team it up with your camera to bring back 
the sounds and the sights of your most 
memorable adventures. 


TRANSITAPE is a miracle of miniaturiza- 
tion, with big-set fidelity...2-speeds, over an 
hour’s playing time on one reel. Needs no 
electric plug-in, works on ordinary mercury 
penlight batteries. Plays back instantly to 
your audience through powerful built-in 
speaker, or for your private listening, 
through dual purpose microphone. Available 
at appliance, camera and department stores. 


In its own leather case with “mike,” tape, reels $19950* 
(less batt.) 


At meetings— On location— Family fun— 
a silent secretary records the facts indoors or outdoors 


tape it easy with STEELMAN 
world’s only standard 2-speed battery operated, all transistor 


PORTABLE TAPE RECORDER 


GHER IN WEST AND SOX DPYRIGHT 1969 


Write for detailed color brochure FREE 
STEELMAN PHONOGRAPH & RADIO CO., INC., MT. VERNON, N. Y. e DIV. OF HEROLD RADIO & ELECTRONICS CORPORATION. In Canada, Mfrd. by Electrohome, Kitchener, Ont. 
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COVERS 
CUSTOM DESIGNED, & 
MANUFACTURED * 


CATALOGS 

SALES MANUALS 
SAMPLE BOOKS 
RING BINDERS 
SERVICE MANUALS 
WALLPAPER BOOKS 
PRESENTATIONS 


THE S. K. SMITH CO. 


2857 WN. WESTERN AVE., CHICAGO 18 


NEW YORK 17 CLEVELAND 13 
LOS ANGELES 45 
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Please send me prices and information on exciting 
new Hawaiian disploy moterial, exotic giveowoys 
and unique premiums 
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use of filthy language. He knows it 
reveals sewage of the mind. The 
professional salesman “minds his 
speech lest it mar his fortune.” He 
checks up daily on the quality of the 
language he uses. 


4. Mind your posture: Have you ever 
walked into a waiting room and no- 
ticed the sprawled out postures? 
Sometimes you have to pick your wa\ 
gingerly to avoid tripping. The top- 
notch salesman doesn’t have to be 
reminded of sprawling, or of the im- 
pact of good posture on the buyer. 
He doesn’t lean or sit on the buyer's 
desk and certainly doesn’t prop his 
feet on it or on a chair. Neither does 
he sit unless he’s invited to do so. 
Ordjparily, he sits straight and quiet, 
to help sustain the buyer's attention. 
In walking, his pogture is straight, to 
reflect confidence and vigor, to help 
him lightly carry the heavv burdens 
of his dav. 

5. Make use of pleasant facial ex- 
pressions: They are convevors of visi- 
ble messages. As the result of tension, 
an occasional salesman develops nerv- 
ous twitches, a squint, or habitual 
frowning. These of course beget nega- 
tive buyer reactions. Perhaps an oc- 
casional session before a mirror would 
help this salesman—talking aloud as 
he watches himself. 

In the courtesy of selling, the sales- 
man’s facial expression responds sym- 
pathetically as he listens. It also en- 
riches the meanings of the words he 
speaks. Whether he’s saving “Good 
morning’; “I’m sorrv to hear that”: 
“You can be sure, Mr. Smith,” his face 
reflects his attitude as well as the 
meaning of the words. 


6. Listen well: Salesmen should learn 
to listen as energetically as thev talk 
Many salesmen most of the time are 
chiefly concerned with getting their 
own views across. They tend to find 
the buyer’s remarks tedious interrup- 
tions. (At least many buvers believe 
this.) 

Good listening implies normal hear- 
ing or an adequate substitute. Good 
listening also means trying to see the 
problem the way the speaker sees it. 
The alert salesman enters actively and 
imaginatively into the buyer's situa- 
tion. Good listening means not only 
trying to see the other fellow’s point 
of view, but, momentarily, sharing it 
with him. 

Buyers stress two listening faults of 
salesmen: (1) The salesman replies 
before the buyer has finished speak- 
ing. (2) The salesman delays too long 
in answering. As he delays, he stares 
at the buyer or elsewhere. Here the 


timigg of the respona is important 
etiquette and. excellent psychology. 


7. Avoid nervous mannerisms: Psy- 
chologists have counted approximately 
150 nervous mannerisms or autistic 
gestures. These recurrent, involun- 
tary movements ordinarily take place 
in speaking—the speaker seemingly 
unaware that he has them. Examples 
are twitching, tugging at the collar, 
tapping, joint cracking, blinking. They 
distract the attention of the buyer, 
often make him nervous. Any sales- 
man having one or more of them 
should seek expert help in correcting 
them. 

Closely related to autistic gestures 
are unpleasant personal habits: head 
scratching, etc. They are done un- 
consciously. Until brought to a con- 
scious level by a friend or self- 
analysis, they're not likely to be 
broken. 


8. Don't be loud: Because of the 
noise in which most of us live, voices 
are getting louder. Buyers say sales- 
men often talk in an office as if they 
were shouting across the street. In 
the first place, the buyer ordinarily 
likes as much quiet as he can get. In 
the second place, he often wants to 
hold his interviews in more or less 
confidence. The loud speaker there- 
fore irritates him. Quite often buyers 
mention bragging in the same breath 
with loudness. Typically, loudness ac- 
companies braggadocio. Both are af- 
fronts on the buver’s ego and should 
be corrected. 


9. Address others in a friendly but 
not overly familiar way: An elderly 
woman once chided the young Win- 
ston Churchill with these words: “Fa- 
miliarity breeds contempt.” To which 
Sir Winston replied, “Ah ves, Madam, 
but I don’t know how vou can breed 
anvthing without a certain degree of 
familiaritv.” Perhaps for our purposes 
the word “degree” is the most mean- 
ingful in Sir Winston's classic remark. 

In the past, salesmen were accused 
of being too “breezy” and familiar. To- 
day, top-drawer salesmen play the 
role of responsible businessmen. They 
address their customers by “Mr.,” 
“Mrs.,” or “Miss,” unless invited to use 
their first names. The formal address 
in no way detracts from friendliness, 
yet preserves the advantage of defer- 
ence. 

Many salesmen don’t use the buy- 
er’s name often enough throughout a 
sales presentation. Occasionally, how- 
ever, you can hear one that over-uses 
the buyer’s name in direct address. 
In certain sections of the U.S.A. sales- 
men use “Sir,” “Yes Sir,” and “No 
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Music and fun in the children’s ward 
—on Junior Red Cross Visiting Day. 


Rock ’n rollers? That’s right. Rock 
’n rollers in a children’s hospital. 

The three “gang members” are 
Junior Red Cross members who've 
taken an afternoon of their time 
to go to the hospital and entertain 
some little crippled kids. Reassur- 
ing, isn’t it? 

They do things like this all the 
time. Regularly. Girls and boys. 

20 million of our sons and 
daughters make up Junior Red 
Cross —the largest youth organi- 
zation in the country. Junior mem- 
bers take part in every one of the 
Red Cross service programs that 


young people can help to carry on. 

When disasters hit, Junior Red 
Cross volunteers help in many 
ways—as messengers, typists, can- 
teen workers, information clerks. 
Many Junior Red Cross members 
have served with real distinction 
in disaster emergencies. 

Through the Gift Box Program 
in their schools, Juniors send re- 
lief supplies to children overseas. 
Like all Junior Red Cross activi- 
ties, this program is financed en- 
tirely by the Juniors themselves. 

Friendship between children all 
over the world is fostered by the 


Junior Red Cross correspondence- 
album and art programs. 


Junior Red Cross is at work 
every day, helping to build a 
strong, decent, responsible young 
America. 

These are kids we don't have to 
worry about. Let’s be sure they 
know they can depend on us, 


OUW 


On the job when you need it most 
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OIL DRILLING-PRODUCING 
INDUSTRY 


\ Res Ue 


for Increased 


Demand 


increase in demand 
for oil and gas throughout 
the free world is forecast for 
the next ten years. The oil 
producing industry at home 
and abroad is preparing for a 
big upsurge in activity. Con- 
sequently, the industry must 
continue large-scale expendi- 
tures for exploration, drilling 
and producing facilities .. . 

=) a billion plus market. 


Heavy 


AZ Selling the drilling-producing 
market calls for WORLD 
O1t's vertical, specialized circulation 
coverage. Your sales message goes 
directly to interested buyers in an 
editorial atmosphere of sought-after, 
authoritative, job-help engineering- 
operating information. WorLD OIL 
is the most quoted, referred-to pub- 
lication in the field . . . its industry- 
deep circulation is first in buying 
power coverage. 

If you're interested in the drilling- 
producing oil industry you need 
Wor_p Om. Write for WorLp OIL 
Market Data Book... latest com- 
pilation of reliable industry statistics 
and forecasts. 


Greater Petroleum Coverage 
Through Market Specialization 


Sir,” throughout the presentation. The 
best advice is: Use direct address often 
enough to make a pleasing but not 
oily impression on the listener. 


10. Show deference: Buyers recom- 
mend to salesmen that they be defer- 
ential. Perhaps this is a better way 
to express it: Be thoughtful of the ego 
and comfort of others. And there are 
hundreds of gracious ways to express 
deference: Let him or her go first. 
Ask permission to raise or lower a 
window before doing so. Offer him or 
her a preference. Hold open a door. 
Express kindness without condescen- 
sion. 

To be deferential to one in high 
position is of course natural, an easy 
thing to do. To be deferential to the 
defenseless, the less secure, the sub- 
servient is a constant challenge to all 
gentlemen. 


11. Beware of the meat-ax approach: 
“Don't doubt my word!” You don’t 
expect, of course, to hear “That’s a 
lie,” “You're crazy,” “That’s not so”— 
although buyers report they hear such 
expressions oftener than we imagine. 
The professional salesman doesn’t sav 
“You're wrong,” “I don’t believe that,” 
“You don't mean what you say.” 
Rather, he parries statements he can’t 
accept with, “What you say may well 
be right, Mr. Jones, but may I sug- 
gest... ..” This velvet-glove approach 
smooths ruffled feathers; prevents ex- 
plosions; helps the salesman reach his 
goal. With this approach one can 
agree with his adversary and vet make 
his point—often in a winning way. 


12. Be polite to secretaries and re- 
ceptionists: They are often the boss’ 
boss. They can help a salesman and 
deserve courteous treatment. Studies 
indicate that the majority of secre- 
taries queried say they prefer a sales- 
man who (1) takes off his hat before 
entering the office; (2) speaks without 
a cigaret or cigar in his mouth; (3) 
greets you pleasantly but not in a flip- 
pant way; (4) asks for help rather than 
demands service; (5) doesn’t argue 
when a request isn’t granted; (6) 
doesn’t ask to use the company tele- 
phone for his personal business; (7) 
expresses thanks. 

The salesman who observes these 
secretarial preferences and adds to 
them the other courtesy hints, should 


go far to win as a friend the buver’s 
secretary. 


13. Don’t smoke unless invited to do 
so: Of course the alert salesman 
doesn’t smoke as he enters the cus- 
tomer’s presence. This is taking liber- 
ties. It reflects over-familiarity. Smok- 
ing may irritate the customer or pros- 


pect. He may not approve of it. A 
good rule for the professional sales- 
man to observe is: Don’t smoke unless 
you're invited to do so. Do so then, 
only if you enjoy it and if it will not 
detract from your sales presentation. 
If you don’t care to smoke, say some- 
thing like “Thank you, Mr. Smith, 
may I be excused? I'm trying to help 
a cough go away .... * 

If, on the other hand, you enjoy 
smoking, and smoking with the buyer 
will help create a bond, by all means 
smoke. Offer him a light. And when 
you're through, ask him if you may 
empty the ash tray into the waste- 
basket. 


14. Don't drink on the job, sparingly 
off the job—if at all: One of our lead- 
ing sales executives today tells about 
a lesson he learned as a rookie sales- 
man. He called on an elderly prospect 
in Minneapolis one cold afternoon 
after lunch. The young fellow had had 
a cocktail. The sharp-nosed old gen- 
tleman, after the greeting, said, 
“Young fellow, I never talk business 
with a man who's been drinking. If 
you want, come to see me another 
time. My girl will give you an ap- 
pointment. Good day!” 

“This wonderful experience came 
at the right time in my career,” says 
the sales executive. “Since then I’ve 
made it a rule never to make a sales 
call with liquor on my breath.” 

Social drinking among salesmen is 
of course widespread. Cocktails and 
highballs are often served during 
luncheons, dinners, parties. Many 
sales meetings are spaced with festive 
affairs. All these situations are tests 
of courteous behavior. To those who 
drink, the concept of the personal 
equation is an excellent challenge. 

Salesman A discovers that he can 
drink one martini and retain all his 
desirable social inhibitions. But if he 
drinks two or more, he loses control 
of his tongue and deportment. He has 
met his personal equation with one 
martini. As a wise man, he never ex- 
ceeds one. 

Salesman B has a high tolerance 
for alcohol. He can drink Scotch and 
soda far into the night—and remain in 
control of himself. His personal equa- 
tion is different from salesman A’s. 

The intelligent salesman, if he 
drinks at all, never drinks before mak- 
ing calls, drinks socially within his 
“personal equation.” 

Many salesmen who don’t wish to 
drink alcoholic beverages, yet want 
to be sociable, have discovered the 
“Horse’s Neck.” As you know, it’s a 
tall glass of ginger ale with a long 
piece of lemon rind clinging to the 
glass. It looks like a particularly rakish 
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highball, yet is as innocent as a baby’s 
stare. To the uninitiated, the order, 
“Give me a ‘Horse’s Neck’” sounds 
interesting too. 


15. Be careful of the stories you tell: 
The empathic salesman knows that his 
stories measure his sense of propriety. 
He’s careful to tell his stories dis- 
cretely. Someone has said, “Nothing 
more surely kills a nascent admira- 
tion; nothing causes more distaste or 
sense of affront than to have an im- 
proper story—no matter how funny— 
forced on you by one from whom 
you are not ready to hear it.” 

On the other hand, a slightly risque 
story marks a heightened relationship 
between urbane people. It ordinarily 
indicates a closer bond of friendship. 
The good conversationalist therefore 
selects his stories judiciously. 

Some of our greatest salesmen tell 
wonderful stories. Like Abraham Lin- 
coln’s or Will Rogers’ or Bennett 
Cerf’s, the stories are delightful and 
free of bad taste. 


16. Be a good conversationalist: Is 
there anv skill more enjoyable or 
profitable? The professional salesman 
in the course of his work has many 
opportunities to profit from conversa- 
tion. It’s a source of contacts, infor- 
mation, and study of human nature. 
Conversation is one of the best ad- 
ventures in togetherness. It’s the play- 
ground of courtesy and empathy. 

The top-drawer salesman studies to 
improve his conversation. He also 
studies the essence of good conversa- 
tion. He learns to draw others out 
rather than monopolize it. He learns 
too what it isn’t: It isn’t an argument 
or a debate. There should be no quar- 
rels, although genial disagreement is 
welcome. 

It is a give-and-take affair. At its 
best it takes place among six or eight 
—a small enough group for each per- 
son to have some contact with all the 
others. If he is the host, our salesman 
should act as a catalyst, blending the 
ideas of his guests, keeping them 
happy and free of boredom or tension. 


17. Be at home in polite society: 
Buyers are often entertained by sales- 
men, sometimes on a grand scale. 
They report they are particularly im- 
pressed by young salesmen, deft in 
making introductions. These salesmen 
follow a simple formula: 

In mixed company, ask the lady’s 
permission to introduce the man: 
“Mrs. White, may I introduce Mr. 
Jones?” 

At stag affairs, ask the older, more 
honored individual's permission to in- 
troduce the younger. 

(continued on page 106) 
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to the Oil Drilling- 
Producing Industry 


Convert the impact of your 
sales message into a power- 
ful prime mover of cus- 
tomer action. Add to your 
personal selling the mechan- 
ical advantage of frequent, 
regular contacts through the 
pages of the petroleum in- 
dustry’s leading publications . . . and for just pennies a call. 


The COMPOSITE CATALOG 


—in constant use by your customers . . . the men your own 
salesmen call on. Placing your catalog data in the COMPOSITE 
CATALOG assures you of having your product information in 
the hands of men in companies responsible for 98% of all oil 
field equipment purchases... and surveys consistently show 
9 out of 10 oil men prefer to buy equipment appearing in the 
COMPOSITE CATALOG. 


This long established purchasing and specifying reference of 
the oil drilling-producing industry is in use in more than 14,000 
buying locations. Its preferred form keeps your catalog material 
always at hand — avoids the wastebasket, loss, misfiling, etc. 


Make the ComposiTE CATALOG your resident salesman 
.. . on the rig and in the supply store, purchases are made daily 
by reference to item and page of the COMPOSITE CATALOG. 
Write for free data book on cataloging to the oil drilling-produc- 
ing industry and learn how you can do the job most effectively 
at lowest cost. 


Greater Petroleum Coverage Through Market Specialization 
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IF YOU SELL MEN remember that 
the Courier-Express carries 74.2% 
of all daily men’s store linage 
in Buffalo—75.7% of total when 
Sunday insertions are added. 


IF YOU SELL WOMEN the selling 
power of the Courier-Express is 
shown by the fact that it carries 
66.5% of the daily women’s store 
linage—and 73.7% of the total. 


IN ADDITION the Courier-Express leads in overall linage 
in 16 local and 20 national classifications—and in 8 others 
combining space of both types. 


FOR ECONOMY — for more advertising for your dollar 
concentrated on those with more dollars to spend—use the 
Morning Courier-Express. FOR SATURATION use the 
Sunday Courier-Express, the state’s largest paper outside 
of Manhattan. 


ROP COLOR available both daily and Sunday 


Member: Metro Sunday Comics | 


4 d Sunday Magazine N ks | 
Buffalo Courier-Express tc.cncie:’setss wc. 


& Scott 
Western New York's Only Morning and Sunday Newspaper Pacific Coast: Doyle & Hawley 


MULTIPLY 
THE 
USEFULNESS 


OF SALES MANAGEMENT 


Now your back issues of Sales Management can be a cinch to locate 
and preserve. Keep them in the new Sales Management loose-leaf 
binder. 


Your collection of issues will always be at your fingertips, organized, 
in sequence, ready to go to work for you at a moment's notice. 


You can bind in and remove issues quickly by means of flexible steel 
rods held by nickel steel housings. Binders have heavy-gauge hard 
covers of durable imitation leather. Sales Management stamped in 
gold lettering on backbone. 


An attractive, compact, practical addition to your professional 
reference library—at home or office. 


Capacity: 12 issues per binder. Colors: Black with gold lettering. 


Cost: $4.65 each, post-paid. ’ 
ost: $4 waned ales Faisal 


When the salesman takes the initia- 
tive—in an unheralded way— to intro- 
duce others in a group, he does” sev- 
eral things: He helps to integrate the 
group, thereby creating a climate of 
friendliness. He makes sure the shy 
and hesitant feel wanted. He reveals 
himself as an outgoing person, 
thoughtful of the welfare of others. 


18. Watch your table manners: A 
famous editor says he can tell more 
about a man by observing him dine 
in company, than by any other way. 
If he is the host, how he looks after his 
guests’ needs and wishes; how he pass- 
es food before partaking himself; how 
he waits—if he is a guest—to begin a 
course until his host starts; how he 
avoids reaching; how he manages his 
knife and fork, his arms and elbows; 
how neatly he keeps the place before 
him; how he treats the waiter, never 
bawling him out or calling to him 
from a distance; how he tips him 
without vulgar display; how he spells 
eating with conversation—and of 
course not talking with food in the 
mouth; how he avoids unpleasant or 
squeamish subjects at the table. Such 
hints as our editor friend gives, are 
like carrying coals to Newcastle—to 
the gentleman salesman. 


19. Remember telephone courtesy 
too: Because buvers use the telephone 
a lot, they are sensitive to good tele- 
phone manners. The New York Tele- 
phone Co. asks 14 questions to help 
guide salesmen in telephone courtesy: 

e When the telephone rings, do 
vou answer immediately? 

© Do you give the company name 
and your name when vou answer? 

® Do you speak directly into the 
transmitter, in a normal tone of voice? 

® Do you have a pencil, an order 
pad, and price lists at hand, so vou 
won't have to leave the telephone? 

e When it is necessary for you to 
leave the line, do vou explain to the 
customer that vou have to step away 
and then set the receiver down 
gently? 

@ When vou return to the line, do 
you say, “Thank you for waiting” or 
some other courteous introductory re- 
mark? 


© Do you address the customer: by 


name as often as possible during the 
conversation? 

e When vou indicate to the cus- 
tomer that you will call back, do you 
keep the promise as soon as possible? 

® When you receive a call for 
someone who is out, do you offer to 
take a message? 
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¢ Do you listen attentively with- 
out interrupting? 

@ When placing a call, do you have 
in mind exactly what you want to say? 

@ When the customer answers the 
telephone, do you identify yourself 
immediately? 

e As the call is being terminated, 
do you thank the customer and re- 
assure him that his order will be filled 
promptly? 

® Do you wait for the customer to 
hang up first, and then replace your 
receiver gently? 


20. Watch your temper: Psycholo- 
gists tell us that temper is a sign of 
defeat. When we have a temper tan- 
trum we admit we can’t solve the 
problem; we shut off common sense, 
and turn on the solar plexus. Because 
buyers are usually in the driver’s seat, 
they can be frustrating. Some of them 
egg on a salesman. If they can rattle 
him, they have the upper hand. And 
so, temper outbursts—aside from be- 
ing childish and discourteous—put the 
salesman at a disadvantage. By plan- 
ning the sales presentation carefully, 
by being confident, by constantly de- 
veloping a sense of humor, the pro- 
fessional salesman learns to keep his 
temper under control 


21. Acknowledge communications 
promptly: Letters, memos, telephone 
calls should be answered as quickly 


“| Don’t Give a Damn!” 


“Let’s put the excitement back 
in selling here in America,” de- 
clares Carl E. Lantz, vice presi- 
dent for sales, Admiral Corp., 
Chicago. “This has been called 
the age of ‘I don’t give a damn!’ 
And salesmen are among those 
guilty of naming it.” 


APRIL 17, 1959 


as possible. It’s good business to do 
so, and excellent manners. Delays 
cause tensions, doubts, and often in- 
volve unhappiness or frustration for 
many people. The empathic salesman 
is sensitive to the impact of procrasti- 
nation on others. He is unselfish and 
cooperative enough to keep up to date 
in his communications. 


22. Keep that promise: A gentleman 
is one who keeps his word, is what 
buyers have in mind when they say: 
“Keep your promise.” This basic cour- 
tesy is the backbone of business, the 
essence of character, the mark of emo- 
tional maturity. To the professional 
salesman, a promise is as inviolate as 
a legal contract. 


23. Say “Thank you”: Dr. Morse 
DellPlain, president, The Welsbach 
Corp., recently wrote a beautiful edi- 
torial for his company’s magazine, 
The Welsbach Family. It dealt with 
prayer. Morse DellPlain said, “The 
greatest of all prayers is “Thank you.’ ” 
To be really grateful, one must feel 
the urge to express gratitude and then 
express it. The empathic salesman 
feels gratitude for the opportunity to 
sell, for orders, for all blessings and 
kindnesses that come his way. 


24. Say “Good-bye”: An occasional 
complaint of buyers is that the sales- 
man leaves abruptly, doesn’t terminate 
the interview in a gracious way. All 
of us have met the inconsistent fellow 
who sometimes greets you and some- 
times savs “Good-bye,” and sometimes 
doesn’t. Even when preoccupied, let 
vour deeplv-ingrained habits to ex- 
press greetings and farewells prevail. 

There are of course many other 
courtesy hints that we can glean 
through observation. We can make 
them our own through practice. And 
the professional, the empathic sales- 
man, keeps the antennas of his human 
relations tuned to courtesy. 

He is adaptable in social situations 
He uses as his headlamps tact and 
humor: tact, the sense of proportion; 
humor, the sense of disproportion. By 
steering his way with their constant 
light, he never deviates into sarcasm 
or grossness. 

He is high-minded, agreeing with 
Cardinal Newman’s observation that 
a gentleman is one who never inflicts 
pain. He is quick and wise to see that 
the spirit of courtesy and empathy 
resides in the Golden Rule. “Do unto 
others as you would have them do 
unto you” is perhaps the best of all 
guides to courtesy. Whenever he is 
in doubt about what to do, the pro- 
fessional salesman refers to the Golden 
Rule. It makes for the best courtesy— 
the surest empathy. 
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FREE! 
GET YOUR COPY 


No matter what consumer product 
or service you sell, NFO's quart- 
erly mail survey of 20,000 repre- 
sentative families can help you. 


Write for this informative bro- 
chure which includes distribution 
of families and client list. 


NATIONAL 
FAMILY OPINION, INC. 


Post Office Box 315 
TOLEDO 1, OnIO 
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after all... 
THERE ARE 
ONLY 10,000 
SEATS 


available. So let us know now if you 
want to be with us on May 1, 1959, fo. 
Atlanta’s greatest event since the 
G. W. T. W. premiere. (Only Rhett 
Butler and Scarlett O'Hara will be 
missing.) ... Construction Day cere- 
monies for the Atlanta Internationa: 
Coliseum and Merchandise Mart. This 
$20,000,000 project includes the na- 
tion's biggest coliseum, an 11-story 
ultra-modern mart, and a 608-unit mo- 
tel (the world's biggest). National and 
international celebrities and digni- 
taries, colorful ceremonies. Seats will 
not be sold... but they must be re- 
served, for 10,000 only. Write or call 
today! 


SOUTHEASTERN 
MERCHANDISE MART, INC, 


680 W. Peachtree St., Atlanta 8, Ga, 
Phone TRinity 3-2541 


Neglected Sales Tool? 


the power of the package would not 
easily be thwarted by a deviation from 
prevailing prices. 

The company realized from the out- 
set that a commitment such as this 
could not be taken lightly. Once IMC 
was sworn to provide a service pack- 
age, it could never turn back. To do 
so, would be to create a_ situation 
worse than the existing price-box 
tangle 

However, could the program be put 
into effect economically and vet ef- 
fectively? 


> Surely, a special staff of highly 
trained (and highly paid) experts 
would economically defeat the pack- 
age plan from the beginning. The 
company immediately decided that 
its field salesmen would be the focal 
point in providing these services. 
After all, it was the salesman who 
most often sees the customer and 
who knows him best. 

Necesssarily, field salesmen would 
be brought to the home office for 
orientation and retraining in the new 
party-line. Happily, the company 
realized that this training would lift 
the salesman from the level of order- 
taker to the preferred position of a 
personal consultant and confidant of 
the customer on many phases of his 
business. 

Next, it came to mind that the IMC 
salesman could not, understandably, 
be present at all times to assist the 
customer with his advertising cam- 
paign, market analysis program or 
whatever he wanted done at a given 
time. Booklets were the only answer. 
But booklets that really said some- 
thing! They had to pose problems, 
citing examples encountered every 
day by IMC’s customers, fertilizer 
manufacturers. For each of the five 
service areas previously listed, a cus- 
tomer could find the answer he need- 
ed. An important end result of these 
booklets would be to reflect credit 
and recognition on the company. 

Here, then, were the four steps of 
the IMC program: (1) The company 
would provide a series of demand- 
side services for the customer, be- 
cause he assertedly needed, wanted 
and would greatly appreciate this as- 
sistance; (2) IMC salesmen, through 
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(continued from page 34) 


rigorous training would become the 
exponents of such services; (3) “how- 
to” manuals would be prepared to use 
as effective working tools; (4) home- 
office personnel would supplement the 
salesman in areas where he needed 
help. 

Anthony Cascino injected the one 
remaining element of the program 
required if it were going to get off 
the ground—an element so many other 
industry campaigns lacked, plain old- 
fashioned excitement. 

The feeling had been prevalent in 
the fertilizer industry that a techni- 
cian/salesman speaks to a_ techni- 
cian/customer and no one would 
think of getting excited over potash. 

Cascino realized the program would 
be received with skepticism in some 
quarters and therefore gave the go- 
ahead to create an all-out atmosphere 
of excitement, advancement, courage 
and confidence. 

Se | | 

> Of course, the campaign had to be 
pegged to an exciting theme. What 
better one than the space age? Rus- 
sia’s Sputnik I had gone into orbit 
and the country was satellite-conscious 
in a big way. 

IMC hit upon a theme, “Interna- 
tional’s Full Orbit Service,” with the 
tag line, “Out of this world service— 
for down-to-earth results.” 

The announcement brought its 
share of problems. Most important 
was how to stimulate IMC salesmen 
to climb aboard. 

The answer to this stickler was not 
long in coming. It revolved around a 
sales meeting, a fertilizer wing-ding 
so to speak, planned to inject IMC 
salesmen with the will to carry Full 
Orbit to every hamlet and village in 
each territory. 

Most of the salesmen have not got- 
ten over that kick-off meeting yet. 
And as far as Anthony Cascino is 
concerned, they never will. 

The convention hall was decorated 
with rockets, Sputniks, missiles and 
spacemen. Dazzling lights and a high- 
ly audible, and often repeated, “Blast- 
Off’ continually filled the room. 
Identification badges, place cards, 
agendas, speeches and a raft of pretty 
girls borrowed on the Canaveralese 
atmosphere. Even the speakers were 


launched with a blast of CO,. The 
sales force was divided into competi- 
tive teams named after the Atlas, 
Nike, Jupiter and others. Prizes and 
incentives abounded. 

Later the customer, too, found him- 
self bombarded with the IMC Full 
Orbit approach in the form of re- 
gional meetings, advertisements, di- 
rect mail and give-aways. The space 
theme was maintained all the way 
through. Nine regional meetings were 
held in widely separated cities. Over 
8,000 service booklets were dis- 
tributed. 

Amazingly, customer middle man- 
agement and big brass as well as 
purchasing personnel and salesmen 
attended. Customer advisory boards 
were set up. 

After the first flush of success, IMC 
pulled back to await feedback results. 
As each problem drifted in, IMC 
sized it up and took corrective action. 
For example, credits and collections 
were found to be of equal interest 
with other service areas, so a special 
booklet was prepared and shipped to 
the field. 

Safety and insurance were other 
fields of interest. New booklets were 
again issued. 

The company found that closer con- 
tact with the plant was required by 
its salesmen so steps were taken to 
improve this situation. 

Of all the areas of interest, sales 
training received the greatest play. 
The training booklet was accordingly 
revamped and improved. 


> It was discovered that several of 
the subjects, depending on customer 
problems, could be lumped together 
for quicker reference. This was done 
and the new packages were dubbed 
“Action-Kits.” 

Following the updating of the mate- 
rial, a second meeting was held, same 
space format, and the gains consoli- 
dated. 

With the really big selling season 
getting under way this spring, cover- 
ing potash, phosphate rock and triple 
superphosphate, IMC’s Full Orbit pro- 
gram has taken deadly aim at the best 
sales performance in company history. 
If initial results are any indication, 
IMC has it made. R 

The moral? Even in a field where 


‘products are highly standardized, and 


where practices are bound by tradi- 
tion, there is still opportunity to create 
strong non-price appeals. 

With the program leading the way 
by upgrading the merchandising prac- 
tices of an entire industry, IMC com- 
petitors have not much of a choice: 
Customers for fertilizer ingredients are 
listening to IMC’s Anthony Cascino 
and his Full Orbit serenade. # 


SALES MANAGEMENT 


Asain, the famous Survey of Buying Power 
will be ready for Sales Management subscribers 
May 10. But each year our print order is never 
quite large enough to meet increasing sub- 
scriber demand for multipie copies. One com- 
pany bought 22 additional copies of the 1958 
edition (at $5 each). An agency paid $65 for 
13 extra copies. A Detroit auto manufacturer 
bought 9 additional copies; a grocery products 
marketer ordered 20 more, doubling his sub- 
scription copy supply . . . and on and on, until 
our supply was exhausted. Even now, pre- 
publication purchase orders for the May 10, 


1959 Survey of Buying Power are running 
extraordinarily heavy. 


Make certain you’re not confronted with the 
“Sorry, Sold Out” sign. Help us anticipate your 
additional-copy requirements by asking us to 
reserve copies for you now. 


Write: Sales Management, 630 Third Ave., New York 1 
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VALABAMA 


Sales Managers and 
Space Buyers. 


. Which Alabama city is 
consistently among S/M’s 
“30 Best Markets?” 


. Which Alabama City leads 
in “Retail Sales per Fam- 
ily?” 

. Which Alabama city does 
Rand-MeNally rank eighth 
in the nation to show the 
greatest trend toward eco- 
nomic stability and ex- 
pansion? 


The answer to all these ques- 
tions: MONTGOMERY, “The 
Capitol City with Capital,”’ heart 
of the Mid-Alabama area that 
accounts for 25% of ALA- 
BAMA’S RETAIL SALES. 


Are your sales quotas and space 
schedule now in line? If not, better 


call 
KELLY-SMITH CO. 


AN EAST ALABAMA MARKE 


Chr Hlontgomerv Advertiser 
ALABAMA =JOURNAI 


VEN 


SALES PROMOTION AND 
MERCHANDISING EXECUTIVE 


More than 20 years experience in pro- 
motion plans, selling aids, presenta- 
tions and trade relations. 


Have served Manufacturers, Retailers, 
Media Associations, Publications and 
Agencies. 


Salary range: $15,000. 
Box No. 4039, Sales Management 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Allen B. DuMont Laboratories, Inc.... 

Kenneth F. Petersen made market- 
ing manager, Industrial Electronics 
Division. 


B. T. Babbitt, Inc. ... 
William H. Gaines appointed gen- 
eral sales manager. 


Baxter Laboratories, Inc. ... 

Gunther O. Steineke named market 
development manager for international 
operations. 


Benrus Watch Co.... 
S. Ralph Lazrus becomes president. 


Davidson Corp. ... 
Paul Dorion made manager of mar- 
keting. 


The Dayton Rubber Co.... 

Robert G. Burson promoted to vice 
president, Industrial Products Divi- 
sion; Lewis C. Pape promoted to vice 
president, Foam Division. 


Downyflake Foods... 

Bernard Holtzer made coordinator 
of sales, Institutional Frozen Foods 
Division. 


The Duro Co.... 
William W. Brown appointed gen- 
eral sales manager. 


Eversharp, Inc. ... 

Edward Ettinger elected vice presi- 
dent and director, Schick Safety Razor 
Co. Division. 


General Dynamics Corp. . . . 

Henry M. Taylor named manager, 
military marketing, Electronics Divi- 
sion, Stromberg-Carlson Division. 


The Gillette Co.... 
Malcolm C. Stewart 
president. 


made _ vice 


Hazel Bishop, Inc.... 

Herman L. Johnson promoted to 
executive vice president, domestic 
sales, International Department activi- 
ties, syndicate store operations. 


Heublein, Inc.... 

Christopher W. Carriuolo named 
national sales manager, Liquor Divi- 
sion. 


Lewis Manufacturing Corp... . 

Paul Vollmer appointed vice presi- 
dent in charge of Displays Division 
sales. 


Markel Electric Products, Inc... . 
Richard C. Piper elected vice presi 
dent in charge of sales. 


The Mennon Co.... 
Jack Doran appointed to new posi- 
tion of director of marketing. 


Modern Railroads... 

Frank Richter, editor of the maga- 
zine since its first issue in 1946, named 
publisher. 


Ox Fibre Brush Co.... 
William B. Lebherz, Jr., made mar- 
keting director. 


Sheraton Corporation of America... 

Robert M. Brush, Robert B. Kel- 
sey and Fred S. Kummer named sen- 
ior vice presidents. 


Smith Brothers, Inc. ... 
Robert N. Hustis elected president. 


Standard Screw Co.... 
James A. Raylor becomes president. 


Tennessee Products & 
Chemical Corp. ... 

Donald J. Collins elected vice presi- 
dent for marketing. 


United States®ubber Co.... 

Edward J. Geise made manager of 
commodity sales, Naugatuck Chemi- 
cal Division. 


tell it by eye and ear 


The motion picture and 
its training mate, the 
slidefilm are unchal- 
lenged as the most pow- 
erful of “tools” for the 
communication of ideas. 
. . . Warning: select an 
experienced producer. 


Atlas Film Corporation 


OAK PARK, ILL. 
CHICAGO PHONE: AUSTIN 7—8620 
WASHINGTON ® CHICAGO *® HOLLYWOOD 


CROWN 
Rubber 
Ad Rugs & 
Counter Mats 
Take Giant Sales Steps 
WRITE RUBBER CO., Fremont, Ohio 


SALES MANAGEMENT 


Advertising Checking Bureau 
Agency: Harris & Wilson, Inc. 
Advertising Corporation of America .... 
American Chain of Warehouses, Inc, 
Agency: Duffy & Associates, Inc. 
American Home 
— Batten, Barton, Durstine & Osborn, 


American Motel .. 
Agency: Lawrence U. ‘Nelson, Advertising 


American Motor Corps. (Fleet Sales) .. 49 


Agency: Geyer, Morey, Madden, & Ballard, 
nc. 


American Telephone & Telegraph Cuper 
(Classified) 
Agency: Cunningham & Walsh, Inc 
Associated Business Publications 
Agency: Media Promotion Organization, 
nc. 
Atlas Film Corporation 
Atlas Van Lines 
Agency: Garfield-Linn & Company 


Better Homes & Gardens 

Agency: J. Waiter Thompson Company 
Booth Michigan Newspapers 

Agency: The Fred M. Randall Company 
Buffalo Courier-Express 

Agency: The Rumrill Company Inc. 


pe TV Spot Seles 


[Set —, 

Agency: Bert S. Gittins Advertising, Inc. 
Chicago Tribune 

Agency: Foote, Cone & Belding 
Columbia Records 

Agency: McCann Erickson Corp. 
Columbus Dispatch 

Agency: Wheeler, Kight & Gainey, Inc. 
Container C ion of America 

Agency: N. W. Ayer & Son Inc. 
Cunningham & Walsh Inc. 
Crown Rubber Company .... 

Agency: Leech Advertising Company 


Denver Chica Trucki Company ..... 
Agency: Galen E ieented Camapean’ tes. 

Dinkler Hotels 
Agency: Koehl, Landis and Landan, Inc. 

F. W. 
Agency: 


Cor 
M Besford Company 


Gunde Specialty Printing Company 
(Outsets Division) 
Agency: Kretschmer & Dinner Advertising 
Agency 
Executive House, Inc. 
Agency: Olian & Bronner, Inc. 


Farmer Stockman 

Agency: Lowe Runkle Company 
First 3 Markets Group 

Agency: Anderson & Cairns, Inc. 
Future House, Inc, 

Agency: Goodsel! Advertising Agency 


Good Housekeeping 

Agency: Grey Advertising Agency, Inc. 
Greensboro News-Record 

Agency: Henry J. Kaufman & Associates 
Gulf Publishing Company 

Agency: Darwin H. Clark Company 


Heating, Piping & Air Conditioning 

Agency: McLain & Associates Advertising 
Hearst Magazines 

Agency: Lynn Baker, Inc 
Heinn Co 

Agency: Kuswa, Greene & Associates, Inc. 
Herold Radio & Electronics a = eres cen 101 

Agency: Dunay, Hirsch & Lewis, Inc 
Hospitals, Journal of Americen Hospital 

ssociation 

Agency: Bermard J. Hahn & Associates 
Houston Post 

Agency: Aylin Advertising Agency 


Iindienapolis Star & News 
Agency: \ eaten Larkin & Sidener-Van 
iper, lac. 


Ladies’ Home Journa d Cover 
A one Ine —'aee Ciitord, Steers & ; + 
ie 
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ADVERTISERS’ INDEX 


This Index is provided as an additional service. 
The publisher does not assume eny liability for 
errors or omissions. 
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ADVERTISING SALES 


VICE PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


aie tiem eter 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, Thomas Mc- 
Donough, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612; (space other than 
publication or broadcasting ac- 
counts), M. A. Kimball Co., 2550 
Beverly Boulevard, Los Angeles 
57, Cal., or 681 Market St., San 
Francisco 5, Cal. 


Clint Leap, Inc. (Jiffold) 
Los Angeles Herald Express 
Agency: Cunningham & Walsh, Inc. 
Los Angeles Times 
— Batten, Barton, Durstine & Osborn, 


McCall's 

Agency: Donahue & Coe, Inc. 
McClatchy Newsp s 

Agency: J. Walter Thompson Company 
McGraw-Hill Publishing Company 

Agency: Fuller & Smith & Ross 
Milwaukee Journal 

Agency: Klau-Van Pietersom-Dunlap, Inc. 
Moline Dispatch 

Agency: Clem T. Hanson Company 


dvertiser Journal 


A 
Agency: Morris Timbes, Inc. 


National Family Opinion Inc, 

Agency: Beeson-Reichert Inc. 
New Equipment Digest 

Agency: Beaumont, Heller & Sperling, Inc. 
Newsweek 

Agency: Bryan Houston, Inc. 
New York Herald Tribune 

Agency: — & Coe, Inc. 
New York New 

Agency: L. E. MeGivens & Company, Inc. 
New York Time 

Agency: PR mood Stoller Advertising, Inc 
New Yorker : 

Agency: Andeiven & Cairns, Inc. 


Orchids of Hawaii, Inc 
Agency: Jerry Goldstein Advertising, Inc. 


Parade 

Agency: Reach, McClinton & Company, Inc. 
Piedeipite Bulletin 

Agency: N. W. Ayer & Son, Inc. 
Philadelphia Inquirer 

Agency: Al Paul Lefton Company, Inc. 


Reynolds Metals Company .......- 
Agency: Lennen & Newell, Inc. 
Rotarian 
Agency: Fuller & Smith & Ross 
Rock Island Argus 
Agency: Clem T. Hanson Company 


St. Paul Dispatch-Pioneer Press 
Agency: E. T. Holmgren, Inc 
St. Regis Paper Company 23 
Agency: Cunningham & Waish, Inc. 
Sales Management 109 
Salt Lake Tribune-Desert News & Telegram 54 
Agency: Francom Advertising Corp. 
Saturday Evening Post 
Agency: Batten, Barton, Durstine & Osborn, 


Seattle Times as 

Agency: Cole & Weber Advertising 
Sheraton Corporation of America 

— Batten, Barton, Durstine & Osborn, 


Shure Brothers, Inc. 
Agency: William Hart Adler, Inc 
S, K. Smith Company 
Agency: Fred Sider Advertising 
Southeastern Merchandise Mart 
Agency: Marschalk & Pratt 
Space /Aeronautics 
Agency: The Schuyler Hopper Company 
Squier's Maple Products 
Agency: David Malkiel Advertising, Inc 
Stein Brothers Manufacturing Company ... 
Agency: Grossfeld & Staff 
Sweet's Catalog Service 
Agency: Muller, Jordan & Herrick 
Syracuse Newspapers 
Agency: Doug Johnson Associates, Inc 


de 

Agency: se 1 Rogers 
Thomas Re 

Agency: 
Time F 

Agency: Young & Rubicam, Inc. 
Toronto Daily Star 

Agency: MacLaren “Advertising, “Ltd. 
Troy Record Newspapers 


United Van Lines 
Agency: N. W. Ayer & Son Inc 


WBTV (Charlotte, N. C.) 

Agency: Kincaid Advertising Agency 
WJR (Detroit, Mich.) 

Agency: Campbell-Ewald Company 
WKY-TV (Oklahoma City) 

Agency: Lowe Runkle Company 
WNDU-TV (South Bend, Ind.) 

Agency: Lincoln J. Carter Advertising 


Agency: Stevenson & Scott Ltd. 
Wheaton Van Lines, Inc, 

Agency: Poorman, Butler & Associates, Inc 
Worcester Telegram & Gazette 

Agency: C. Jerry Spaulding, Inc. 


HUGHES FRINTING CO. 
EAST STROUDSBURG, PA. 


TODAY'S ADVERTISING 
Policies ° Trends ° People 
by Lawrence M. (Mike) Hughes 


50th 


No. 50 probably will outrank six established states 
in population and nine in Effective Buying Income. 

Sales Management's Survey of Buying Power for 
May 10, 1958, gave Hawaii 618,000 population and 
$991 million E.B.I. (Effective Buying Income). In 
population the new state will exceed the first one 
(Delaware), the latest one (Alaska), as well as New 
Hampshire, Vermont, Nevada and Wyoming. In 
E.B.I. it leads these six and North and South Dakota 
and Idaho. 

Of Hawaii's 618,000 people, 479,000 were in the 
county and 307,000 in the city of Honolulu. Hawaii 
county had 66,200 and its county seat, Hilo, 28,600. 

Standard Rate & Data lists Hawaii’s principal news- 
papers as the Honolulu Advertiser, with 46,000 week- 
day and 77,000 Sunday circulation; the daily Star- 
Bulletin, 106,000, and two bilingual (English-Japanese) 
papers, which apparently don’t belong to ABC—the 
Hawaii Hochi and Hawaii Times. 

The islands boast 14 radio and six TV stations. 
Nine of the radio stations are in or near Honolulu. 
Two each are in Hilo and Wapahu and one in 
Wailuku. “Main” TV stations are KGMB-TV and 
KHVH-TV, both in Honolulu. Of the others—all called 
“satellites’"—three broadcast from Wailuku and one 
from Hilo. 

Casual: On the Mainland, too, the hula and lei 
are being flaunted. National Retail Merchants Associa- 
tion urges its 10,400 member stores to get behind 
“casual living” on the theme, “Live Hawaiian.” 

Broad: Our idea of broadmindedness, or something, 
is a tour on which a group of Texans will embark this 
month, sponsored by WOAI Radio and WOAI-TV, 
San Antonio. In four and a half months these residents 
of the second largest state will visit six cities in 
Alaska and Canada’s Yukon Territory. 


Supps 

Two advertisers told us in advance of sections they 
were running in The New York Times during April. 
Chas. Pfizer & Co. took 20 pages to reproduce its 
110th anniversary report, and Owens-Corning Fiber- 
glas devoted 44 pages to its Fabric Center in Fifth 
Avenue’s new Corning Glass building. Our O-C F 
informant said theirs cost $40,000. 


Straights 


We're now half-bourboned. Since 1946 the ratio 
of spirit blends to straights (including bonds) sold in 
this country, says National Distillers, has dropped 
from 87.9-to-12.1% to 51-49%. . . . But just to play 
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safe, ND has begun a campaign for Sunny. Brook— 
in 700 newspapers, thousands of outdoor posters and 
other media—on “two bottlings”: Round bottle’s a 
blend; square bottle a straight. 


Leaders 

The 1958 expenditure standings are coming in fast: 
Procter & Gamble was far ahead again in network 
and spot TV. General Motors led in general and farm 
magazines and in outdoor. GE and American Home. 

In network TV P&G's $50.6 million gross time ex- 
penditure was about 150% more than that of any of 
the five bunched runners-up: Colgate-Palmolive, Lever 
Brothers, General Foods, General Motors and Ameri- 
can Home Products. 

In general magazines, GM’s $22.1 million was dou- 
ble that of Ford, second. But in farm magazines GM 
barely nosed out Ford—both about $1.1 million In 
Sunday newspaper magazines GF’s $6.9 million was 
$2 million more than that of Colgate, the No. 2 
spender. In outdoor GM’s $6.9 million beat the run- 
ners-up, Ford and Anheuser-Busch, by $2.3 and $4.8 
million. 

P&G's total TV time tab—network and spot—reached 
$84.4 million. This one advertiser bought about 9% of 
all the $567 million network TV time sold last year, 
and its $33.8 million was about 6.6% of all $512 million 
spot TV time. 

Last year the top 15 in each group, respectively, 
bought 49% of network TV and 30% of spot. 


Media 


Separateness: When McCall’s made “Togetherness” 
awards to eight all-American women in Washington 
recently, only four of their husbands showed up. 


Stores: BofA finds that variety stores “are now the 
fastest-growing users of newspaper space.” (Wool- 
worth reportedly doubled this year.) . . . But TvB 
notes that Sears, Roebuck’s TV expenditures “jumped 
49% last year,” and issues an index of department 
stores’ use of this medium. . . . RAB shows how “on- 
target” use of radio reaches more supermarket 
customers. 


Lab: In each of six areas from Hartford to Atlanta 
and Los Angeles, 10 women interviewers in Life’s 
new-and-continuing Marketing Laboratory have 
started to probe into what customers buy in stores; 
how they use their purchases and, in panel discus- 
sions, what they think of them. 


Reading: Look, Newsweek and the Satevepost are 
the first magazines to join in a campaign, handled by 
Compton Advertising, Inc., promoting in their own 
pages “the rewards of good reading.” National Asso- 
ciation of Broadcasters names a committee, headed 
by Bob Swezey of WDSU-TV, New Orleans, will 
answer TV’s “detractors.” ® 


SALES MANAGEMENT 


Photo by Eugene Cook 


HOW TO BE SURE YOUR CARPET IS ‘HEIR-CONDITIONED’.. 


Little Johnny’s on the spot—as usual. But not for long, because his mother knows the carpet will stand up 
under all kinds of family wear-and-tear. She planned it that way. When she bought the carpet, she made sure 
it carried the famous McCall’s Use-Tested symbol—which told her that it had been given exhaustive 


laboratory tests by McCall’s editors and technicians, duplicating long, hard use in the home. In buying any 
product, the manufacturer’s reputation, of course, is your assurance of quality—but for an authoritative, 
third-person endorsement of a product’s performance values in your home, nothing can 

take the place of McCall’s Use-Tested certification. Make sure this symbol is on 

the products you buy. (Manufacturers of most high quality products can find out 


how they can qualify for McCall’s Use-Tested program by writing to n USETESTED 
McCall's, Dept. HP, 230 Park Avenue, N. Y. 17, N. Y.) ike 
MeCalls 


McCall’s, the magazine of Togetherness ... circulation now more than 5,300,000 


More readers......more advertising- 


THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells 900,000 copies daily, 1,275,000 
on Sundays—over one and a half times the circu- 
lation of any other Chicago paper. It is read by 
more families in Chicago and suburbs than the 
top 5 national weekly magazines combined. More 
than 6 times as many Chicagoans turn its pages 
as turn on the average evening TV show! Adver- 


tisers spent over $60,000,000 in the Tribune last 
year—more than in all the other Chicago news- 
papers put together. Unmatched, also, is the 
Tribune’s record of advertising results. It out- 
pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 


